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10 Cents a Copy, $2 a Year 


Rough Proofs 


That big beverage promotion 
campaign, suggests Gene Flack, 
can’t be considered a complete suc- 
cess until the panhandlers start 
asking for a dime for a cup of tea. 


7 ¥ F 


Gladys, the beautiful receptionist, 
says she sees by the papers that 
Larvex is going to have the biggest 
campaign ever this year, but she 
wonders how the company found 
out the 1939 moth crop was going 
to be so much larger. 


3, 


One of the new demonstration 
ideas developed for the Larvex 
spring promotion is a transparent 
dish of nice live moth worms. 
Druggists will want to put this 
right next to their luncheonette 
counters. 

— 


Baseball’s centennial insignia will 
be made available for “judicious 
use by reputable advertisers.” 
Rough Proofs recommends sympa- 
thetic consideration for Ruppert’s 
beer and Wrigley’s chewing gum. 


7, = 


In advertising addressed to pros- 
pective home owners New Jersey 
is featuring the “no income tax” 
appeal. In talking to harried New 
Yorkers the state can be described 
simply as heaven. 


aF 


C. & O. directors have been hav- 
ing so many cat fights lately that 
Chessie is beginning to wonder if 
they’ve been doing their sleeping on 
other roads. 
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Advertising agencies will be held 
liable for copy which violates FTC 
regulations, Washington says. In 
planning your future’ vacations, 
maybe you’d better consider both 
Bermuda and Leavenworth. 


3 & 


It hardly seems fair for the Fed- 
eral Trade Commission to accuse 
agencies of passing the buck on 
copy. They may have invented the 
game, but they are not responsible 
for all the modern variations. 


a i 


The Nevada legislature is con- 
sidering a bill to tax national trade- 
marks at $10 a throw. They’re 
hoping they can find another nice 
gold mine financed by outsiders, 
like Reno’s divorce industry. 


a ee 


It's a perfect situation when a 
State’s tax collectors can get most 
of their necessary revenue from 
non-residents who insist on coming 
in for business or pleasure. 


_ 

The ABC, it seems, won’t attempt 
to invade the field of readership 
Studies. It’s hard enough, it’s dis- 
covered, to get even subscribers to 
stand still long enough for the audi- 
tor to count noses. 


vvy 

Historians record that the good 
toads of the West were started by 
ptimistic Detroit advertising men 
With automobiles to sell. An ad- 
verlising man will do anything to 
seep a client happy. 
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John Gloag says Germany under 
“ictatorship has lost its genius for 


“avertising design. But unfortu- 
Nately its genius for designing 
nbers seems to be getting better 
t along. 
Copy Cus. 
ee - ; 


With the "standing room only” 
Fair, William A. Hart, du Pont advertising director, takes special delight in 
a a complex enaaeinid setup to a bevy of Western damsels. 


Sock Closer Tie-up 
Between Agencies 
and Newspapers 


Chicago, Feb. 22.—A suggestion 
that the galaxy of stars which pro- 
vides syndicated features for news- 
papers be organized into a troupe 
to meet advertisers and agencies 
was made by F. Ward Just, busi- 
ness manager of the Waukegan 
News-Sun today during a session 
on advertising heid by the Inland 
Daily Press Association at its 55th 
annual meeting at the Hotel Sher- 
man... Mr, Just, speaking as_chair- 
man of the association’s committee 
on agency relations, said that Doro- 
thy Thompson, Walter Winchell, 
Gen. Hugh Johnson and others 
would make as impressive an as- 
semblage as any ever gathered un- 
der the banner of any other me- 
dium. 

H. Coy Glidden, of Glidden & 
Wile, Chicago market counselor, 
spoke on “Strange Things, These 
Markets,” and William O. Merritt, 
Journal, New Ulm, Minn., discussed 
a united promotion program for 
dailies in cities of 5,000-20,000. Mr. 
Merritt took the position that a 
moving picture or sound film, to 

(Continued on Page 25) 


Ohio Farm Bureau 
Supports Repeal 


of Fair Trade 


Columbus, O., Feb. 23.—The full 
strength of the Ohio Farm Bureau 
will be thrown behind House Bill 
569 to repeal price maintenance 
legislation, Murray D. Lincoln, ex- 
ecutive secretary, said today. The 
bill was introduced last week by 
L. H. Myers, of Allen County. 

Mr. Lincoln said that “fair trade” 
is a misleading name for price 
maintenance, but that this selection 
of a title is a tribute to the sagacity 
of proponents of the legislation. 
Under any other name, he said, 
such laws could not have been 
— in 43 states. 


DIRECTORY OF FEATURES 
Ad-libbing 
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Coming Conventions 
Earnings of Advertisers 
Editorials 
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Information for Advertisers 
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Promotion Review . 20 
Rough Proofs ......... 1 
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DU PONT OFF TO re START AT FAIR 


sign visible in all quarters at the San Francisco 


{Combination Deals, 
Premiums Draw 
Fire of Retailers 


Agencies Come in for 
Criticism at New York 
Drug Forum 


New York, Feb. 23.—Combina- 
tion deals and the use of premiums 
were vig6rously assailed“ aS tn- 
sound merchandising policies at a 
retailers’ forum held here this week 
under the auspices of the Drug, 
Chemical and Allied Trades Section 
of the New York Board of Trade. 
National advertisers and agencies 
were a dual target for the speakers 
who represented four associations 
in the retail drug field. 

A new technique in combination 
deals has recently been developed, 
according to Samuel S. Dworkin, 
chairman of the trade committee, 
New York Pharmaceutical Council, 
who scored the practice of combin- 
ing articles that have no relation 
to each other, for sales purposes. 

“The staggering part of it is,” he 
said, “that both articles are of dif- 

(Continued on Page 2) 


PACKAGE CHAMPION - 


phy aa... ER Oe 


This display carton won top honors this 

week in the annual competition spon- 

sored by American Management Asso- 
ciation. send on al 7.) 


Gennheant Diesels 
$300,000 Drive at 
Travelers to Fairs 


Cleveland, Feb. 24.—Indicative 
of the’stimulus to trunsportation in- 
terests offered by the two fairs at 
opposite ends of the country are 
the plans disclosed to ADVERTISING 
AcE today by Greyhound Manage- 
ment Company for a special $300,- 
000 campaign to begin in March de- 
signed solely for tie-up promotion 
with the fairs. 

This campaign, Greyhound offi- 
cials said, represents an important 
part of the company’s plans for the 
entire year and is chiefly responsi- 
ble for the increase over last year’s 
budget. Advertising expenditures 
for 1939 will exceed $1,000,000, it 
was said today. 

About one-half of the special 
$300,000 budget will be spent in na- 
tional magazines, the remainder 

(Continued on Page 4) 


Last Minute News Fiadhes 


Hartman & Pettingell Gets Phillips-Jones Account 


New York, Feb. 24.—Phillips-Jones Corporation, manufacturer of 
Van Heusen shirts amd collars, has selected Hartman & Pettingell to 
direct a new consumer and dealer merchandising campaign. 


Agencies Insist on Standardized Promotion 


Chicago, Feb. 24.—Mason Barlow, chairman of the Midwestern 
chapter, National Council of Ellis Plan Agencies, today announced adop- 
tion of a rejection slip for publishers’ promotion material which is larger 


than 8% by 11 inches; which is not “factual” 
a headline clearly indicating the contents of the message. 


; and which does not carry 
The proposal 


originated in the West Coast chapter of the Ellis group, which consists 
of 200 agencies throughout the country. 


Oldsmobiles to Be Offered in Prize Contest 


Lansing, Mich., Feb. 24——An Oldsmobile will be given away daily 
during March to motorists who write the most interesting impressions 


of their ride in a new “60.” 
through Oldsmobile dealers. 


Company is the agency. 


Official entry blanks will be made available 

The competition will be promoted by a 
special campaign in 4,000 newspapers, The American Weekly, This Week 
and newspaper rotogravure space in several markets. 


D. P. Brother & 


New Promotion Push for Pre-Fabricated Houses 


New York, Feb. 24.—American Houses, Inc., 
Mathes to direct its advertising account. 


has appointed J. M. 
Plans are now being completed 


for an ambitious consumer advertising campaign featuring the company’s 


pre-fabricated houses. 


Vast Advertising Upsurge 
Seen in San Francisco Fair 


Golden Gate Offers 
a Brilliant Promotional 
Panorama 


(Other stories of the Golden 
Gate Fair on Pages 26 and 27. 
Pictures on Page 26.) 


San Francisco, Feb. 23.—Califor- 
nia’s Golden Gate International 
Exposition—described by the ad- 
vertising minded as a $20,000,000 
“campaign” for the entire Pacific 
Basin—was off to a rousing start 
this week following the opening 
here Saturday which was accom- 
panied by all essential fanfare. 

Rising from the swirling rip tide 
of San Francisco Bay, the entire ex- 
position is on a man-made island 
and has been planned and built as 
a unit without compromise for 
space or background. 

Its promotional possibilities are 
evident and are commented on spe- 
cifically elsewhere in this issue. As 
a whole, it has been compared to a 
~jsuccessful advertising campaign, 
scheduled for a 288-day run and a 
total attendance of some 20,000,000. 
Incidentally attendance during the 
opening days is reported to have 
exceeded the turnstile count for the 
comparable days of the Chicago 
Century of Progress in 1933. 


Layout and Copy Angles 


The “campaign” analogy pictures 
the exposition as a product of many 
minds, rather than only one inspired 
genius. The “layout” is viewed as 
the work of tradition-free architects, 
traffic experts, functionaliy minded 
engineers and psychologically wise 
illumination engineers. “Artwork” 
has emerged from several sources: 
artists, sculptors, color consultants 
and industrial designers. “Copy” is 
the composite product of public re- 
lations experts, newspapermen, 
publicity writers, showmen, radio 
writers and producers. 

Three years in production, the 
exposition was practically complete 
on opening day. All landscaping, 

(Continued on Page 27) 


Asks Damages 
for Alleged Libel 


in Insurance Copy 


New York, Feb. 23.—Elias A. 
Gilbert, insurance consultant affi- 
liated with Consumers Union, filed 
suit today in U. S. District Court 
here against Crowell Publishing 
Company, and American United 
Life Insurance Company asking 
$150,000 damages for alleged libel. 
The suit is based on an advertise- 
ment of the insurance company in 
Collier’s for Aug. 28, 1938, which is 
alleged to have attacked term in- 
surance and labeled as “dangerous” 
advisors who recommended this 
type of policy. 

Mr. Gilbert, who claims to be the 
leading protagonist of term insur- 
ance in this country, contended that 
the advertisement was entirely un- 
fair and misleading in that it com- 


,|pared term insurance with potas- 


sium cyanide and inferred that those 
who advised the term insurance were 
either hypocritical or ignorant. Mr. 
Gilbert stated that he has written 
several books on the subject of 
term insurance and that his reputa- 
tion has been greatly harmed by 
the advertisement, Answers to the 


suit have not yet been filed. 
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ADVERTISING AGE 


tiered A 27, 1939 


Combination ‘Deals, « | 


Premiums Draw 
Fire of Retailers 


(Continued from Page 1) 
ferent manufacture. To top off | 
the parade, a well-known tooth- 
paste manufacturer decided to help 


the present administration by sup- | 


| along, and No. 1 is 


—— 


“The retailers are stuck with 
more or less unsalable merchan- 


| dise while deal merchandise is be- 


‘ing disposed of,” he said. 


one deal is sold out, 


“Before | 
No. 2 comes 
less_ salable. | 
Then comes No. 3 with the same | 
effect, and No. 4, and so on, ad} 
infinitum. Manufacturers may say 
this is modern merchandising. But | 
| Flat Foot Floogie is modern music 

—and I still prefer the beautiful 
Blue Danube.”’ 

Combination deals, and offers of | 
free goods, do not square with the | 


plying the needy population with | Principles of fair trade, was the ar- | 


a free toothbrush for life, naturally 
with the provision that they use its 
toothpaste only.” 


Bad After-Effects Seen 


if 


Mr. Dworkin said that combina- | 
tion deals are “making the public | 


free merchandise shoppers,” and 
warned manufacturers that custom- 
ers who are educated to getting 
a trademarked item free, in com- 
bination with some other product, 
will refuse to buy the same item 
at its accustomed price after the 
free offer has been withdrawn. 

The net result of ail combina- 
tion deals is to exert unfair pres- 
sure on the retailer, said A. R. 
Granito, past president of the New 
Jersey Pharmaceutical Associa- 
tion. 


There’s a lot of truth in the 
old maxim “if you want some. 


thing done, go to a busy man”. 


Here at F & P youll find at 
least one of us doing overtime 
almost every night of the year. 


And almost every Sunday. 


Not because we’ under. 


staffed. 


re 
But because when 


you give us a job to do. 


gument of Harry H. Miller, chair- | 
man of the fair trade committee, 

New York State Phannaccution! | 
Association. He made three points | 
in his indictment of the practice. | 


Consumers Grow Skeptical 


“The natural reaction of the pub- 
lic to a toothbrush which is sup- | 
posed to sell for 43 cents, but | 
which can be bought ten months 
out of the year at the rate of two 
for 51 cents, is that the toothbrush 
is only worth 25 cents, and when 
the customer is asked to pay 43 
cents for that brush, he feels that 
he is being overcharged. 

“I don’t think it is fair for a 
manufacturer to ask a retailer to 


sell a combination of two items and 
by so doing forego the possibility of 


AMATEUR GOURMETS HAVE A HOLIDAY 


5 Favorite 3 


BP Recipesy of famous Amateur Chefs 


that go well 


G : a4 


THE Ree THAT WAP Wim at aAre #Fawors 


Well known personalities who make cooking their hobby will be featured in a 
new campaign to be sponsored by Schlitz Brewing Company. 
layout is the first in a Se series. 


making his seintion onett on each. 

“If a manufacturer puts a deal 
on the market which is supposed to 
last two months, instead of ascer- 
taining approximately how many 
deals can be consumed in that 
length of time, he simply floods the 
market from one end to the other, 
and as a result long after the ex- 
piration date, the combination can 


we're not content to apply 
the kind of routine effort 
that starts and stops with 


formal office hours. . 


lf there's a job on your desk, 


now, 


that you want done 


well, give us a crack at it. 
never 


Particularly if you've 


used us before. we'd like to 


show you how we work. 


|” 


Exclusive Representatives: 
B,. wo... Sree. Buffalo 
WCKY .. .. Cincinnati 
woc .. Davenport 
WHO .... ..Des Moines | 
WDAY... werTrri Fargo 
| WOWO-WG&L .Ft. Wayne 
| KMBC . Kansas City 
| WAVE .. . Louisville 
| WTCN Minneapolis-St. Paul 
 . arenes Peoria | 
t:.06h OS St. Loults | 
| WwFEBL .,. Syracuse 
Southeast 
wesc Charleston 
cL. 2 ..Colambia 
WwPeTtr . Raleigh | 
| WDBJ .. Roanoke 
| Southwest 
KGKO Ft. Worth-Dallas | 
UES, 054 vawesducwrnnnees Tulsa 
| Pacific Coast | 
| KOIN-KALE .. Portland | 
| KSFO San Francisco 
| KVI Seattle-Tacoma 


|night, are certainly not worthy of 


with that famous 
flavor foun nly in 


Schlitz 


This two-page 


still be homes, This helps neither 
the retailer nor the manufacturer.” 

The agency’s part in the combi- 
nation deal was touched on by 
Nathan Zonies, president of the 
Pennsylvania Pharmaceutical Asso- 
ciation, who pointed out that the 
evil of combination deals and free 
offers is confined largely to the 
drug trade. 


Offers Tip to Admen 


“From observation I have noted,” 
he said, “that the men in the ad- 
vertising field have worked very 
hard for the past two decades to 
raise the standards of the advertis- 
ing profession. While this is com- 
mendable, we believe that the ad- 
vertising profession will be raised 
to a higher degree if those adver- 
tising men use the same ethics for 
their clients in the drug field. 

“The advertising agency that ad- 
vises its drug client to hitch a cat 
to a dog and give it away free 
would certainly not consider advis- 
ing its shoe client to give away a 
pair of slippers with every pair of 
shoes. The agency would tell you 
that such a_ procedure would 
cheapen the store. But the same 
organization seems to believe that 
fifty odd thousand drug _ stores 
should be giving away merchandise 
free, or at reduced rates, to stimu- 
late the business of the agency’s 
drug client. 

“If a drug product can not stand 
on its own feet with regard to qual- 
ity and price, if it has to have 
‘something for nothing’ hitched to 
it in order to make it acceptable 
to the customer, then the advertis- 
ing agencies that are collecting 
heavy fees from the manufacturers, 
and the comedians that are blab- 
bering over the radios night after 


their hire.” 


Namm Suggests 
Advertising Czar, 


or BBB Support 


Pittsburgh, Feb. 21.—Asserting 


Amateur Chefs 4 
Reveal Secrets 
in Schlitz Copy 


New York, Feb. 23.—Pet recipes 
of famous gourmets and culinary 
hobbyists, several of whose names 
have never before been used in ad- 
vertising, supply the theme for 
spring advertising by Joseph Schlitz 
Brewing Company, as the result of 
a unique tie-up with The Society 
of Amateur Chefs. 

The society is composed of 100 
well known men who share an in- 
terest in fancy cooking. It was 
formed here several months ago, 
under the guiding hand of Ben Ir- 
vin Butler, executive director. Mr. 
Butler was in agency work for 
many years, having been associated 
most recently with J. M. Mathes, 
Inc. 

Tie-up advertising between the 
society and Schlitz will be inaug- 
urated in March issues of five 
weekly magazines. Color spreads, 
containing pictures and _ pet 
recipes of 10 members of the so- 
ciety, will appear in Collier’s, Lib- 
erty, Life Newsweek and Time. 


Famous Personalities 


Subsequent insertions, through 
Needham, Louis & Brorby, Chicago, 
will feature a different set of ama- 
teur chefs. Rube Goldberg, cartoon- 
ist, Gelett Burgess, humorist, Rus- 
sell Patterson, Tony Sarg, and Ar- 
thur William Brown, ilustrators, 
Murdock Pemberton, playwright, 
Ford Madox Ford and Achmed 
Abdullah, authors, Walter Slezak, 
actor, and Mr. Butler appear in the 
first ad. 

The tie-up is explained by the 
headline: “Favorite recipes of fa- 
mous amateur chefs that go well 
with that famous flavor found only 
in Schlitz.”’ Copy says that Schlitz 
is the type of beer that epicures 
prefer. 

Recipes featured range all the 
way from Mr. Brown’s “sour eggs” 
and Rube Goldberg’s corned beef 
hash to a country luncheon by 
Capt. Abdullah and roast saddle of 
pork with prunes by Mr. Butler. 


Eye-Catchers to Vanguard 


Eye-Catchers Inc., New York, 
producer of a monthly photographic 
service, has increased its advertis- 
ing appropriation for 1939. Van- 
guard Advertising Service, New 
York, has been appointed to direct 
advertising in business papers and 
direct mail. 


Plan Interstate Meet 


Interstate Advertising Managers’ 
Association will hold its spring 
meeting May 5-6 at the Necho-Al- 
len Hotel, Pottsville, Pa. David 
Knipe, Globe-Times, Bethlehem, Pa., 
is president. 


Plans Whisky Campaign 

Arrow Distilleries, Peoria, IIl., is 
launching the biggest campaign in 
its history for Clarke’s whisky. 
Vichek Advertising Agency, Cleve- 
land, is in charge. 


|that abuses in advertising have | 
| shaken consumer confidence and | 

caused returns to decline, Benjamin 
|\H. Namm, president of The Namm 
|Store, Brooklyn, addressed a joint 
|luncheon meeting of the Men’s and 
| Women’s Advertising Clubs of Pitts- 
| burgh today. 

Retail advertising, Maj. Namm 
\said, has developed into a contest 
to see which can shout the loudest. 
Despite efforts of private and gov- 
ernment regulatory bodies, bait 
offers still appear in the newspapers 
of almost every city in the country. 

The speaker attributed most of 


FREE & PETERS. inc. 


(and FREE, JOHNS & FIELD. INC.) 


Picneer Radia Staticn Representatives 


CHICAGO 
180 N. Michigan 
Franklin 6373 


NEW YORK 
247 Park Ave. 
Plaza 5-4131 


DETROIT SAN FRANCISCO 


New Center Bidg. One Eleven Satter 
Trinity 2-8444 Sutter 4353 


LOS ANGELES 
Cc. of C. Bide. 
Richmond 6184 


ATLANTA 
617 Walton Bidg. 
Jackson 1678 


this demoralization, however, to de- 
fensive tactics by reputable compa- 
nies which have been unable to 
maintain fair standards against the 
relentless attack of the small mi- 
nority of rugged recalcitrants. 

Expressing the belief that reform 
is inevitable, Maj. Namm said the 
only question is whether it will ar- 
rive from self-regulation or through 
government action. Better Business 
|Bureaus could secure truthful ad- 
vertising if they were given full 
support, he asserted. An alternative 
would be to appoint a “czar” of 
advertising. 


CONSUMER APPEAL 


PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 


tisement.) 
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ADVERTISING AGE 


TRUE, 


“- Because We Have Made ‘Tests 


Again and Again and KNOW That It Sells! — 


Concentration 


in the Dallas market 


Confidence 


such as people give only to 
their best paper... 


Exclusive 


morning coverage... 


These make Dallas News 
advertising SELL / 


“Names on Request 


The comments quoted here are 
taken from three striking con- 
versations during the last thirty 
days. 

There is nothing unusual about 
these comments, except that all 


happen to have been made con- 
currently. 


Names of these advertisers will 
be furnished upon request on 
your own stationery. 


“WE ARE GIVING THE 
NEWS OUR MAJOR 
SCHEDULES FOR 1939” 


The Dallas head of a big grocery chain* has just 
given The News his “A” schedule for 1939. 


‘“There’s no guess-work about Dallas newspapers 
with us,” he said. “Tl.e News definitely sells gro- 
ceries in our stores.” 


A major automobile accessory firm*, which also 
sells other merchandise, has also just signed a big 
new contract with The News. 


“We thought we could do without it. We tried that! 


Now we are signing the largest contract we have 
ever had.” 


A famous department store* will use more than 
200,000 lines this year in The News. Last year they 
tried sailing without their News-power. Why fur- 
ther comment? 


“You give us concentration without waste’—said 


an executive. 


Sell the Readers of The News and 
You Have Sold the Dallas Market 


ce Dallas Morning Netw: es 


aa N B. WOODWARD, INC > Represe 
- ' ‘ee Major Market Newspaper? __ 
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Greyhound fo Direct 


$300,000 Drive at 
Travelers to Fairs 


(Continued from Page 1) 


devoted to newspaper, radio, folder 
and window poster advertising. 
First copy will be a full color page 
in The Saturday Evening Post, 
March 11, featuring the Golden 
Gate International Exposition. Fol- 
lowing this will be two color pages 
in the Post April 15 and in Col- 
lier’s, March 25, devoted to the New 
York attraction. 

Illustrative emphasis upon dis- 
plays and exhibits at the two fairs 
will take up about two-thirds of 
these page advertisements. The re- 
mainder will feature such themes 
as: “Greyhound Calling All Ameri- 
ca to Treasure Island,” and “New 
York World’s Fair 1939, Ameri- 
can’s millions will go by Grey- 
hound.” 


Invent New Slogan 


“To the Fair, Through the Fair, 
at the Lowest Fare,” is the slogan 
devised especially for this cam- 
paign. Following the initial 


splurge is a substantial schedule in 
a list which includes American, 
Cosmepolitan, Country Home, Faw- 
cett Women’s Group, Ladies’ Home 
Journal, Liberty, Life, McCall’s, 
MacFadden Women’s Group, True 
Story, Woman’s Home Companion 
and several teachers’ magazines. 
Two-color, two column copy will 
predominate in this schedule 
which will start shortly after ap- 
pearance of the four-color copy. 

In addition, copy is to break in 
about 2,000 newspapers April 1. 

Greyhound will also have an op- 
portunity to “sell” its public at the 
New York Fair through use there 
of a new fleet of 120-passenger 
buses which will travel the 10 miles 
of road inside the grounds. Beau- 
mont & Hohman is the Greyhound 
agency. 


AIR CONDITIONING AND 
DIESELS TO BE COPY THEMES 

Chicago, Feb. 23.—The two world 
fairs, plus the heavily advertised 
resort sections of the nation, are 
conspiring to create a rosy business 
picture for bus lines, it was indi- 
cated today in plans disclosed by 
several companies to step up adver- 
tising budgets for projected cam- 
paigns considerably. 

While the fairs and other attrac- 
tions appear. sufficiently potent 
to sell the idea of travel in 


general, there are also several new 
developments in the bus field which 
are expected to lure many travelers 
to this type of conveyance. 

Among them are a greater use of 
air conditioning, new buses—in- 
cluding a Diesel powered fleet just 
purchased by Burlington Transpor- 
tation Company—and a special ex- 
cursion trip ticket including visits 
to both fairs. 

As reported last week, National 
Trailways System, an association 
representing 37 major bus lines, is 
in the process of completing plans 
for a campaign calling for a 25 per 
cent increase over the 1938 budget. 
First on this program will be the 
release of a schedule in three na- 
tional teachers’ magazines. Six na- 
tional magazines, including two 
groups, and one Canadian magazine 
are on the schedule for later copy. 

Insertions will appear first in 
April issues of the teachers’ maga- 
zines and will be staggered through 
July in the other publications. 
Space size ranges from a half-page 
down. Needham, Louis & Brorby 
is the agency in charge. 

The group effort on the part of 
National Trailways will be bul- 
warked by several substantially in- 
creased campaigns for individual 
lines. 

The first user of Diesel powered 
buses for commercial travel will be 


Their smallest package 
15 40 feet wide! 


... and they use WBBM 


Like to read other people's letters ? 


Try this one. It's from a WBBM adver- 
tiser whose product és different — whose smallest package 
is 40 feet wide! 


It's from L. B. Harris and Co. They sell 
resort properties at Round Lake, 42 miles from Chicago. 


f Lots, 40 x 100 feet, and cottages —and the glorious joys 
of the lakefront outdoors. How they're selling these big 


packages ($595.00 up) with WBBM is a great story. 
Let them tell it. 
“We started using WBBM in June 1938 
with a Sunday afternoon program designed to pull mail 
for leads for our salesmen, and to induce interested pros- 
pects to drive out to Round Lake on Sunday afternoons 
and ‘look us over.’ We planned to run the campaign as 
a warm-weather experiment, and to terminate the show 
at the end of the summer. 


“But the results were so amazingly good 
we coatinued to use WBBM through November—an 
unprecedented move in this business, so far as we know. 


“Our results from WBBM have been great 
not only in quantity (every Sunday, even in freezing 
weather we've had all the prospects we could handle at 
Round Lake) but in quality. We find a higher type of pros- 
pect than we usually pulled from our previous advertising ef - 
forts, and consequently a record ratio of actual sales to inquiries. 


“This campaign has beaten anything we 
have ever done—and it has proved to us that WBBM 
can do the job in the Chicago area, alone.” 


VBBM 


50,000 WATTS, CHICAGO” 
-A CBS STATION 


Owned and operated by the Columbia Broadcasting System. Represented nationally by RADIO SALES: 
New York, Chicago, Detroit, Milwaukee, Charlotte, N. C., Los Angeles, San Francisco. 


SUCCESSOR TO BUBBLE 


NATIONAL 


SAN BERNARDINO 


MARCH 164 26 
Sa Ve Oranges 


sf ae 
in a om 
a c & a 
This fetching damsel will be depended 


upon to draw ‘em from far and wide to 
what California calls its Garden of Eden. 


Burlington Transportation Com- 
pany. The latter last week ordered 
21 buses from General Motors at 
a total cost of $500,000. These are 
all air conditioned and will resem- 
ble the current Greyhound bus. It 
is hoped that they will be in serv- 
ice by June 1 between Chicago and 
San Francisco and Chicago and Los 
Angeles. 

They have been designed to im- 
prove the comfort of bus travel by 
giving considerably more space per 
passenger. Each has 28 seats, in- 
tead of the 32 as previously. They 
are not sleeper buses, however. 

At present, Burlington’s plans in- 
clude substantial use of newspaper 
copy in promotion for travel to the 
Golden Gate Exposition. The initial 
release in this campaign is sched- 
uled for March 1, although con- 
sumer copy announcing the new 
fleet will not break until later. 
Reincke-Ellis-Younggreen & Finn 
has the account. 

Another National Trailways mem- 
ber to step up its budget approxi- 
mately 50 per cent is Santa Fe 
Trailways. Air conditioning, intro- 
duced by this line last season, has 
been expanded and improved for 
this year’s travelers. Nearly all of 
the buses traveling from Kansas 
City to the West Coast are now so 
equipped. Santa Fe’s campaign be- 
gan Feb. 1 in teachers’ magazines 
and will be continued in an ex- 
panded newspaper schedule. Com- 
pany headquarters are in Wichita, 
Kans., with the account handled by 
Ferry-Hanly Company, Chicago. 

Certain to be a copy feature for 
nearly all bus lines this season is 
the special rate offer announced this 
week by the National Bus Traffic 
Association. This follows a similar 
announcement made earlier by the 
railroads. 

Under the plan, a traveler may 
start from any point in the coun- 
try, go first to either the New York 
or San Francisco fair, then to the 
other and then back home—all for 
$69.95. The rate becomes effective 
April 1 and will continue through 
Oct. 28. A liberal choice of routes 
and stop-over privileges is in- 
cluded in the bargain offer. 


300 Papers for Tea 

Three hundred newspapers in the 
Middle West, South and on the 
Pacific Coast will be used in the 
largest newspaper campaign run in 
several years by Thomas J. Lipton, 
Inc., Hoboken, for Lipton’s tea. 
Young & Rubicam, New York, di- 
rects the account. 


Lawrence with L&T 


Charles H. Lawrence has been 
appointed production manager of 
Lord & Thomas, Los Angeles. He 
was formerly with L. W. Ramsey 
Company, Davenport, Ia. 


Canadian Study 
Shows Breakdown 
of Markets, Media 


Toronto, Feb. 22.—An arbitrary 
grouping of adjacent marketing 
areas having important centers of 
distribution in common, in contrast 
with the former arrangement of 
counties and census divisions in al- 
phabetical order marks the 1938 
edition of the Blue Book of the As- 
sociation of Canadian Advertisers, 
just issued. Its scope is more ac- 
curately indicated by its alternate 
title, “Analysis of Circulations of 
Canadian Publications.” 

The new basis of trading areas, 
combined with the usual breakdown 
of circulations, gives the advertiser 
the most complete picture of mar- 
kets and coverage ever made avail- 
able in one volume either in this 
country or in the United States. 
Twenty-eight of the 40 pages are 
devoted to a detailed analysis of 
circulations, the penetration of each 
publication in each market being 
shown. The analysis includes daily 
newspapers, weekly newspapers, 
week-end newspapers, magazines, 
farm papers, business papers, post- 
ers, and radio. The coverage of 
each or all in any given market is 
indicated. 

K. R. Townsend, advertising 
manager of Canadian Westinghouse 
Company, is chairman of the ACA 
committee on circulations and rates, 
which compiled the new hand book. 
He said that the objective has been 
to give facts on circulations, costs 
and markets, while relating media 
to markets. 

While the analysis is designed 
primarily for ACA members, the 
association has decided to make a 
limited number of copies available 
to agencies and others at $15 each. 
Headquarters are in the Federal 
bldg. 


“Win” Issues 
First Edition 

Endeavor Publishing Company, 
New York, has issued the first edi- 
tion of Win, new monthly. Benton 
& Bowles, New York, handles pro- 
motion. 

The magazine announces 15 con- 
tests, with prizes of $5,000, in each 
issue and the winning contributions 
form the content of the following 
number. The magazine sells for 25 
cents. 


“Farm Journal” Names 4 


William H. Bennett and Fred- 
erick Wenck have joined the Chi- 
cago office of Farm Journal and 
The Farmer’s Wife. Ted Lord and 
Richard Babcock have been added 
to the New York office. All were 
formerly with The Farmer’s Wife. 


Valcort to Croydon 


Valcort Hosiery Mills, New York, 
has appointed Croydon Advertising 
Agency, New York, to handle its 
account. Magazines and business 
papers will be used. Walter L. 
Friedman is account executive. 


KAUFMANN & FABRY CO 
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WELL & CHEAP 
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1).. IT EVER OCCUR to vou that this newspaper is in the moving business? ... 
It moves your name, your brand identity, your ideas into other people’s minds... It moves 
people to make up their minds to try your product ... lt moves women to dealers stores. to 


put down your product on their shopping list. to shop. see and sample, to order and buy 


... It moves packages from your dealers’ shelves . . . and from pantry shelves. too! 


This newspaper moves a lot of people to stop at a newsstand every day of the 

year and pay out their money for it... quite a lot of people—more than 600,000 daily, 

. and 1,000,000 Sunday! .. . It’s a moving paper. streamlined, with a lot of acceleration 
and sustained speed ... routing eyes from page to page, wherever your advertisement is . . . 
with stop signals on every page. to make readers slow up enough to see your ad!... It has 
plenty of stamina, been running for forty years. and carrying the largest load of evening 
paper circulation in America... It moves advertising into the best part of the New York 

market, the quarter section that owns and buys the most of everything ... And it’s an 


economical vehicle, too... priced with the lowest standard size milline in the market . 


$1.00 a line daily. and $1.25 a line for the full Sunday circulation! 


It's your move—to move more goods this year to more customers! And to 


move New York. move into the Journal-American with a major schedule! 


New York JOURNAL-AMERICAN 


Represented nationally by: HEARST INTERNATIONAL ADVERTISING SERVICE Rodney E. Boone, General Manager 


NEW YORK +« CHICAGO « DETROIT + PHILADELPHIA « PITTSBURGH + BOSTON « ROCHESTER « BALTIMORE +« ATLANTA + SAN FRANCISCO « LOS ANGELES +« SEATTLE 
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ADVERTISING AGE 
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Wisconsin Cheese 


Marks Birthday 
with Big Push 


(Picture on Page 31) 
Madison, Wis., Feb. 


sin cheese industry are 


industry in this state. 
doga. Today the 


half of the country’s cheese. 


Uses Dealer Papers 


Seven dealer papers will also be 
used by the WAA, which will spend 
about $40,000 for promotion. Part of 
this comes from the state and the 
remainder is provided by the indus- 
try. The campaign may be the last 
as well as the first conducted by 
the Wisconsin Agricultural Author- 
ity as a bill is pending in the legis- 


lature to abolish it. 
Scott-Telander 


23.—With | 
the Wisconsin Agricultural Author- | 
ity leading the way with a color | 
spread scheduled for the Apil 24) 
issue of The Saturday Evening Post, | 
individual members of the Wiscon- | 
expected 
to fire heavy advertising guns to| 
mark the diamond jubilee of the 
It was in 
1864 that Chester Hazen built Wis- 
consin’s first cheese plant in La- 
state produces 


Advertising 
Agency, Milwaukee, which is plac- 
ing the advertising, is giving em- |use is far below the European aver- | 


Youthful Solicitors 
a Campus Headache 
Lansing, Mich., Feb. 21.—In 
the hope of banishing self-ap- 
pointed student promotors, who 
have been soliciting advertising 
for everything from blotters to 
programs, the Michigan State 
College board of publishers in 
cooperation with neighboring 
merchants has set up regula- 
tions governing solicitors. 
Hereafter identification cards 
will be furnished bona fide 
salesmen whose offerings will 
be limited to space in several 
school papers, the campus di- 
rectories and football programs. 


which it hopes to induce dealers to 
support the limited amount of pub- 
lication copy indefinitely. The re- 
tailer’s store display kit contains a 
reprint of the Post advertisement, 
three window hangers featuring, 
respectively, Wisconsin American, 
brick and Swiss cheese, price cards 
with changing dial, ideas for special 
sales, and mats for local newspaper 
advertising. 

According to the WAA, cheese 
consumption has increased 41 per 
cent since 1932, although per capita 


phasis to store display material by | age. 


Hotels 


Schools and colleges 


blind, asylums, etc. 
[ Jails, houses of correction, 
- penal institutions... . 
4 CGov't. Inst’ns & CCC Camps 
I tal san os 
Building owners and 
a, a 
Real estate departments 
of insurance companies 
Steamship lines and dining 
car systems... bees 
Power and gas companies 
Outfitters or jobbers, and 
their salesmen . ‘ 
Institutional departments 
of department stores 
Architects specializing in 
institutions ... ‘ o° 
Manufacturers and their 
salesmen and agents. 


De -acnbestrednarens ae 


ONE-TIME RATE 
1/18 Page St'd. % page 
3/,x2%”" or 7x1” 
1/9 
2/9 
3/9 Page 1 column 
3,/,x15" or 10%x5” 
4/9 Page Standard page 
7x10” or 10% x6%”" 
6/9 Page 2 columns 
7x15" or 10%x10” 
Full Page 10%x15”". 


EQUIPPING - FURNISHING + DECORATING + MAINTAINING » REMODELING 


NATURAL TIEUP FOR AERIAL CONFECTION 


4/Y DAD 
HE WRITES SK y 7 BA i IN SMOKE 
LETTERS A MILE HIGH ~ Ceites 


ANDY STINIS, skywriter, doesn’t 
take chances, either in his work or 
in the candy bar he selects for his 
enjoyment. . . . He always chooses 
Necco Sky-line candies, as you will, 
once you've tried them. SKY BAR 
is a mew and a deliciously different 
candy bar. In it are four centers of 


Ask for SKY BAR today — at all 
the better candy counters. . . 
Made by Necco 


SHY3AN} 


Sky BAR’... of your favorite 


quality centers, coated in nch chocolate. 


ANDY STINIS, skywricer, loops, 

wide -shps, dives, two miles up - 
PE to pattern in emoke the name of 

Amerka's favorite candy bar. 


"Fine Candies by Necco” 


Individual, bite- 
size pieces of 
creamy butter 


totes, sealed nm 
milk chocolate. 


Current promotion plans of New England Confectionary Company include a 
continuation of the skywriting exhibitions that aided introduction of the nickel 
candy bars to the public. The sky pilot is featured in newspaper advertising. 


| Pillows to C-L 


January Roto Up 
20.1% in First 
Gain Since April 


New York, Feb. 23.—Rotogravure 
liuage totaled 792,795 in January, 
as compared with 659,583 lines a 
year ago, Kimberly-Clark Corpora- 
tion reported today. This is an in- 
crease of 20.1 per cent and is the 
first monthly gain to be recorded 
since April. It compares with a de- 
cline of 15.4 per cent in December 
rotogravure. 

Responsible for the gain was an 
increase of 55.4 per cent in national 
linage, the current total being 517,- 
608 as compared with 333,051 in 
January, 1938. 

Local linage totaled 275,187, a 
decline of 15.8 per cent from the 
326,932 lines reported last year at 
this time. Of the total, monotone 
accounted for 676,039 lines: color 
roto, 116,756 lines 


Feelright Pillows Inc., New York, 
| has named Campbell-Lampee. 


Chase & Sanborn 
Still Leads Radio, 
Hooper Reports 


Chicago, Feb. 23.—Though radio 
editors believe the Chase & Sanborn 
program is slipping, listeners tune 
in as religiously as of yore, accord- 
ing to Hooper Radio Reports 
Hooper ranks the coffee hour as 
No. 1 in estimation of the radio au- 
dience, while the editors gave that 
spot to the Jell-O program in a re- 
cent poll. Hooper places Jell-O 
second. 

Hooper, like the editors, places 
the Kraft Music Hall third in popu- 
larity, but rates the Lux program 
fourth, while the editors accorded 
this honor to the new quiz seance 
of Canada Dry Ginger Ale. The 
editors liked Fred Allen’s program 
for Bristol-Myers Company for 
fifth place, while Hooper accords 
this position to a newcomer, “Fib- 
ber McGee,” who has long been 
holding forth on the air lanes for 
S. C. Johnson & Son. According to 
Hooper, Johnson has supplanted the 
Grape-Nuts program in fifth place. 
Asked to explain changes in 
program ratings noted in recent 
Hooper reports, Eric A. Tommsett, 
vice-president, said that change is 
inherent in radio, and that in no 
other realm may fame be so fleet- 
ing. “The O’Neills,” Procter & Gam- 
ble program, for instance, is suf- 
fering at the moment from inroads 
of “Nancy James,” working for 
Kleenex. 


“Ticket” to Appear 

Ticket, a new magazine dealing 
with films, plays and night clubs, 
published by Hermansader-Killings- 
worth, New York, will make its ap- 
pearance March 1. Roland Killings- 
worth is editor, John B. Herman- 
sader, advertising manager, and 
John Golden is in charge of sales 
promotion. 


Represents WCAU 


Virgil Reiter, Jr., has opened an 
office at 410 N. Michigan avenue, 
Chicago, where he will represcat 
Station WCAU, Philadelphia. The 


telephone number is Superior 8260. 


NG 


PUBLISHED MONTHLY 


ROM an advertiser's viewpoint, the primary 
function of INSTITUTIONS is to publicize and 
create a wide acceptance for his products among 
all classes of institutions. 
and acceptance created among our more than 


“ELEMENTAL, MY 


Naturally, this publicity 


FACTORY EMPLOYMENT IN 
TRI-CITIES REACHES NEW 


of INSTITUTIONS Magazine 
Nov., 1938 (Audited by CCA) 


-.. 8,601 
Hospitals and sanatoriums 6,110 


. 3,238 


1,812 
12,227 


$ } heh ke 


55,000 equipment-minded readers result in future 


sales. 


That INSTITUTIONS is 


performing _ this 


vital service successfully for its advertisers is evi- 
denced by the huge number of letters, comments 
and inquiries received from readers each month. 


This can mean only one thing . . 
ing acceptance for the advertisers’ 


caused by a higher degree of reader interest being 
continually developed. 


. an ever-increas- 
products, 


Eighteen Hundred Placed 
on Payrolls of Plants 
During January. 


WORK DAYS INCREASE 


of 


HIGH AS MEN ARE ADDED 


The Rock Island-Moline sector can 
be reached ONLY through Argus-Dis- 
patch circulation which reaches 9 out 


every 10 homes in Rock 
Moline 


ROCK ISLAND-MOLINE constitutes 


tangible guide in 


they directly result 


for information provide the advertisers with a 


promotional activities. 


So if you are selling your prod- 
ucts in 
consult your advertising agency 
regarding INSTITUTIONS before 


In addition, these requests 


Total Number of 21,320 Is 
1,760 More Than for 
Boom 1930 Period. 


the preparation of their sales 
Then, too, in some cases 
in immediate sales. 


s 


the _ institutional 


field, 


The number of men employed b 
factories in Rock Island, Mol 
lavenport. Fast Mole 


ibd 
ine 


the BIG part of this market: 59% of 
city population, 58.7% of wage earners, 


59% of car sales, 51.9% of food sales, 
58% 


If you cannot afford to 
use the four dailies re- 
quired to reach this entire 
market, reach the LARG- 
EST potentialities by 
using ARGUS-DISPATCH. 


$75 


775 


placing any advertising. 


f 
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90 


PRAIRIE AVENUE 
... CHICAGO; ILL. 


ool s 


LARGEST a 
MARKET 


New York 


A Member of the Illinois Markets 


Nat'l Rep. The Allen-Klapp-Frazier Co. 
Chicago 


DEAR WATSON” 


A 
MARKET 
YOU 
CAN'T 
AFFORD 
TO 

MISS 


Island- 
WITH NO DUPLICATION. 


of drug sales, etc. 


The_ 
\Ie ] 


G roup 


Detroit St. 
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ADVERTISING AGE 


Display Carton Wins 
Wolf Trophy for 
Packaging Merit 


Annual Competition 
Draws Over 1,100 En- 
tries in 21 Groups 


( Picture on Page 1 ) 

New York, Feb. 23.—A display 
carton designed by Martin Ullman 
for Leon A. Axel, Ltd., manufac- 
turer of the Rainsuiter, was today 
awarded the Irwin D. Wolf trophy 
in the eighth competition for dis- 
tinctive merit in packaging, spon- 
sored by the American Manage- 
ment Association. The Rainsuiter 
package was selected from a field of 
more than 1,100 entries, represent- 
ing the outstanding developments 
of 1938, all of which will be on dis- 
play at the Ninth Packaging Ex- 
position to be held in the Hotel As- 
tor March 7-10. 

Awards were made in 21 mer- 
chandising classifications in accord- 
ance with the objectives of the 
competition, which are “to accord 
recognition to achievement in the 
field of packaging; to stimulate 
constructive interest in the prac- 
tical, mechanical and technical de- 
velopment of improved packages; 
and to arouse creative interest in 
manufacturers of packages.” 


Jury Listed 


The jury which selected the win- 
ners consisted of James C. Bou- 
dreau, director, School of Fine and 
Applied Arts, Pratt Institute; W. F. 
Deveneau, sales promotion man- 
ager, National Folding Box Com- 
pany: Joseph M. Givner, assistant 
to the vice-president in charge of 
merchandising, Sears, Roebuck & 
Co.: Edgar Kobak, vice-president, 
Lord & Thomas; C. B. Larrabee, 
editor, Printers’ Ink publications; 
Mrs. Carol Willis Moffett; and Miss 
Dorothy Shaver, vice-president, 
Lord & Taylor. 


DRUG FIELD LEADS IN 
ALL-AMERICA AWARDS 


(Pictures on Page 31) 

New York, Feb. 22.—Packaging 
progress during 1938, covering a 
wide field of application, was re- 
flected this week in announcement 
of 64 prize winners in the annual 
All-America Package Competition, 
sponsored by Modern Packaging. 
The awards will be presented at a 
dinner to be held March 8, at the 
Hotel Astor, coincidental with the 
innual Packaging Exposition. 


Entries Number 23,000 


Prize winners for 1938 were 
chosen from among 23,000 packages 
ind displays, comprising 20 general 
classifications. Among those to re- 
ceive awards, the drug field pre- 
dominated, with 19 awards. Next 
in order came the food industry, 
with 14 winners; hardware, seven | 
awards; textiles, six; and beverages, | 
‘ive. Unique winners in other fields | 
included a 75 cent tube of fire ex- 
tinguishing fluid; fishworm bait in 
tubes; 100 pounds of rosin in a mul- 
ti-wall paper bag, and common pins | 
in a book, instead of the traditional 

ll. 


METROPOLITAN STATION 
COSMOPOLITAN AUDIENCE 


Agency for Dremel 


Dremel Mfg. Company, maker of 
Dremel Moto Tool, has appointed 
Reincke-Ellis-Younggreen & Finn, 
Chicago, to handle its advertising. 
Magazines will be used, starting in 
April. 


Account to Robinson 


California Federal Savings & 
Loan Association has appointed 
Elwood J. Robinson Advertising 
Agency, Los Angeles, to direct its 
account. 


WHN Names Herbert 


Ira Herbert has been named as- 
sistant to Bertram H. Lebhar, vice- 
president in charge of sales for Sta- 
tion WHN, New York. 


WLW Appeals 
from Order to 
Abandon 500 KW 


Washington, D. C., Feb. 23.—If 
the District of Columbia Court of 
Appeals follows precedent, it will 
grant Station WLW, Cincinnati, a 
temporary stay against the order of 
the Federal Communications Com- 
mission requiring it to abandon its 
500 kw power March 1. This 


is 


the opinion of experts here as the 
FCC prepared to fight WLW’s ap- 
peal. 

If the court grants the temporary 
delay, it will proceed to hear ar- 
extent of the 


guments as to the 


arrived in Atlantic. 


| 


| 


| 
| 


WOW's staff of entertainers as they 


Below — The S. R. O. 
sign was out early in At- 
lantic's big auditorium. 
Below at right—WOW's 
Lyle DeMoss interviews 


eran of 16 terms over a 


“a 


period of 40 years. 


| damages the station will suffer if 
| it complies with the order of the 
FCC. Whether the _ injunction 
would be extended will depend on 
the outcome of this hearing. Since 


case and present it to the court, the 


importance of the immediate court | 


decision is apparent. 


Crosley Issues Statement 


In a statement issued at Cincin- 
nati, Powel Crosley, Jr., president 
of WLW, said the appeal to the 
court was prompted by “a sense of 
duty to ourselves and the listening 
public.” Discussing competitive situ- 
ations, Mr. Crosley denied that 
the high power on which WLW has 
operated for four years has caused 
harm to any one. 


Mayor Joe Burnea, vet- 


Sp" olevvion? 8 


ms * 


Owned and Operated by the Woodmen of the _ 


" (ae he Raich ™ - 
J . ¥ aa? 6 is lt sy 
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* WOW staff members, 40 of 
us, recently entertained our friends and neighbors 
in Atlantic, Iowa. 


Casite to Keeling 

J. R. Case Mfg. Company, Jones- 
boro, Ark., manufacturer of Casite 
motor break-in and sludge solvent, 


. : : | has appointed Keeling & Co., In- 
it will require a year to prepare the | 


dianapolis, as advertising counsel 


Bryans to “True Story” 


Mortimer Bryans, formerly Brit- 
ish manager of the Pepsodent Com- 
pany, has been appointed advertis- 
ing manager of the British edition 
of True Story. 


Jennings Advanced 


W. Carey Jennings, formerly 
commercial manager, has_ been 
named manager of Stations KGW- 
KEX, Portland, Ore., succeeding C 
O. Chatterton. 


We found the auditorium jam- 
packed with WOW fans—listeners who name WOW 
first on the dial, day or night. 


Mayor Joe Burnea welcomed us, merchants dis- 
played placards advertising the WOW GOOD WILL 
FOLLIES. The News-Telegraph, alert local news- 
paper, gave us columns of publicity. 


The obvious deduction: residents of Atlantic, Iowa, 
in the heart of a rich minor market, prefer WOW 
programs. 
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See Sound Pictures EXPANDED AGENCY QUARTERS MARKED BY HOUSEWARMING PARTY Richer Urges More 


As Chief Medium 
for Television 


New York, Feb. 23.—Application | 
of television to commercial pur- 
poses will be largely through the 
use of sound motion pictures, in the 
opinion of officials of Audio Pro- 
ductions, Inc., whose studio in Long 
Island City is being prepared for 
this new departure in industrial | 
film making. Aside from the per- 
fection of television as a process of 
communication, the handling of | 
programs presents a serious prob- | 
lem which audio executives believe | 
will be solved in terms of film pro- | 
duction and distribution. 

The limited horizon which cur- 
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Skill in Use 
of Dealer Copy 


New York, Feb. 21.—One of the 
major problems of retail distribu- 
tion today is to correct existing mis- 
understanding among national ad- 
vertisers as to best ways of furnish- 
ing dealers with effective local ad- 
vertising and sales promotion ma- 
terial, E. R. Richer, vice-president 
in charge of advertising, Hart 
Schaffner & Marx, told the Sales 
Executives Club here today. 

The speaker characterized dealer 
advertising material supplied by 
most manufacturers as “stuff,” pre- 
pared by some $25-a-week copy- 
writer with crude art work. Dealers 


rently reduces the television broad- Completing three years of operation, Leo Burnett Company, Chicago, opens the doors of its expanded and modernized are eager for good advertising help, 
casting area to a radius of approxi- quarters. Above, F. B. Cosgrove, president, Minnesota Valley Canning Company, and Mr. Burnett discuss dioramas which he said, but much of what is re- 
mately 50 miles, and the present | visualize the agency's accounts. Don Colvin, advertising manager, Hoover Company, gives a workout to Ngee cae ceived is not used because of its 
aitiliaiiine nah of “piping” shows and bowl of apples with which space salesmen while away their time in the reception room. Frank Smith, vice-presi ent lack of quality. 

tee ‘ onnteos statin tn “aly ter of the agency, with E. P. Seymour, advertising manager, Country Home, and J. G. Childs of the magazine's Chicago staff. 


ing stations over a wide area, will 
create, it is believed, an outlet for|cials, are these: 
commercial motion pictures far|sound-on-film may be m a d e|gram costs by modern studio meth- 
greater than has existed before. cheaply; such prints will provide | ods; production can be made at the 
, an inexpensive chain system of dis- | mont suitable location in any in- 
tribution; programs can be edited|stance; talent need not be forced 

Reasons why films will consti-|and rehearsal time necessary for |to rigid program schedules; subject 
tute the bulk of television pro-|letter-perfect performance can be|matter of a commercial, scientific 
grams, as outlined by Audio offi-|ecliminated; the technique of film/or descriptive nature now beyond 


Production Economy Cited 
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ACCOMPLISHMENT 


Protection and preservation of the splendid recreational beaches which form 
one of Southern California's greatest attractions, are the result. in large measure 
of the Los Angeles Examiner's vigorous campaigns. The Examiner fought for 
and won the movement which prevented oil drilling in the beach tidelands. 
It fought for and won the setting aside of great beach areas as State Beach 
Parks, to which end a $6.000,000 bond issue was voted in 1928. In fact, every 
project and policy responsible for Southern California’s growth during the 
past 35 years originated with or was strenuously championed by the paper that 
gets things done, the .. . 


LOS ANGELES EXAMINER 
Represented Nationally by 
HEARST INTERNATIONAL ADVERTISING SERVICE 


Rodney E. Boone, General Manager 
No. 8 of a Series : 


| | 
Duplicates with | production will further reduce pro- 


— Advises Education of Clerks 
the reach of direct broadcasting Even more important to national 


may be included. advertisers, in Mr. Richer’s opinion, 
cxnecnnseneeaneonene ‘is their failure to implant their 

|sales story in the minds of store 

Coty to Splurge clerks. He described this as “an un- 


plowed field” and a vitally impor- 
'tant one, “since our ultimate fate 


with More Color 
- . really rests on the $18-a-week store 
in Magazines caleomen.” 


New York, Feb. 23.—Encouraged In addition to their failures in 
by banner enles ra 1938, Coty, Inc. dealer advertising and salesman 
has released its largest color ad- training, many manufacturers peer il 
lvertising campaign in history, it sider their national advertising only 
/was revealed here today. Thirty- | 5 something to merchandise _to 
nine color pages will appear in 24 dealers and not as . sales building 
\national magazines during this tool in its own right, Mr. Richer de- 


a -1, | Clared. 
|year. Newspaper advertising will Gone@ination of sales ond afver 
|be continued for a third consecu-|,._; : <i 
‘tive year | tising departments is a crying need 
o . ! 


The magazine list includes: Cos- peg ne up emia oe Pig cog —_ 
|mopolitan, Esquire, Fortune, Good +e panel agg pe desea 
# , ’ and should work out together a 
| Housekeeping Harper’s Bazaar F er 

. , «“~*| composite plan for sales building as 
Ladies’ Home Journal, Macfadden : : 

t ’ far in advance as possible.” 

| Women’s Group, McCall’s, The New 
| Yorker, New York Theater pro- 
grams, Photoplay, Redbook, Screen- - 
land Unit, Spur, Stage, Town & lowa Legislature 
Country, True Story, Vogue, and Cc - 
Woman’s Home Companion. onsiders Tax 
| The extensive use of color copy f . . 
will be merchandised to the trade| OF Dairy Drive 
through the slogan, “Coty adver- ek Biskess Deb. Ci.The tows 
tising becomes more colorful.” Air- . niga Se ee : 
Spun face powder, a comparative} legislature is considering bill pro- 
newcomer to the line, will be - P 
moted in color for the first tog an estimated $125,000 annually for 

Commenting on 1938 results, dairy products advertising, it was 
Brown & Tarcher, the agency in a <p this ery : 
|charge, reports that Air-Spun is - = cum, © & expected, would 
mow ‘the largest selling face pow- |e, wmed, ar part of Joint lows: 

er on the market. Sub-Deb lip- aie" ‘f : ea 
stick, another widely advertised vertising the states’ dairy products 
in sales volume last year. ‘ é . C 

The magazine drive will reach|by Senator Paul P. Stewart, of 
its full force in March issues, al-|Maynard. His plan calls for an 
though a few insertions appeared |@xcise tax of one cent on every 
during the off-months of January | Pound of butterfat produced in the 
and February. Newspaper copy ap-| State between May 1 and May 15 
pears throughout the year. each year. The producer would 

pay the levy. 


| Mi ta h iated $20,- 

NBC Offers New 000 for use in the projected cam- 
a paign, although this sum is being 
Radio Program used to raise at least $120,000 on a 
Production Service 


voluntary contribution basis, Sena- 
tor Stewart told the Iowa legisla- 

New York, Feb. 22.—Through 
the creation of a new sales unit 


ture. 
called Radio Features Division, Na- 


tional Broadcasting Company has "a > 
entered the ranks of the producers $60,866,568.00 


|with plans under way for the de- 
|velopment of a series of “package” T S d 
shows, with “big name” talent, as | O pen 


a creative service to agencies and 


advertisers We can put you in immediate touch 
‘ _ oe Lom with 241,534 buyers who will spend 
The radio features division, op- $60,866,568.00 during this year for 
erating as part of the NBC Artists a an te ~ Rng hats, 
“Aen tose s vr eeitgag per shoes, pens, hose, candy, photographic 
Sel vice, will function as a nation- and shaving equipment, musical instru- 
wide service, available to advertis- — and dozens of other items... 
a : il tetaiier “ye hese buyers are the 241,534 boys and 
ers on all radio networks. Several girls attending 45 high schools in New 
motion picture stars are already York City. Unprejudiced and un- 
under contract. spoiled, they are ready to establish 
| 


buying habits which will influence 


their purchases for the balance of their 


Monobath to Richardson es 


You can reach them through their 


Pratt Laboratories, So. Norwalk. pic yg Dame F agape oe car ras 
" . é ) ost— e 
|Conn., has appointed Frank A DENTS FOR lc PER INCH (not 
Richardson, Advertising, New York, line) . . . For $48.25 per column inch 
to conduct a promotion campaign you can appear in all 45 newspapers. 
|for Monobath, a new product for ~— b.. Sa ees a at teen 
use by amateur and professional additional boys and girls attending 
photographers, designed for auto- high schools in 32 states. 
matic “density-control” in process- Advertisers Bae their amen wish- 
: > . ; rac er " . . ty 
ing negatives. Photographic publi- ing to capitalize on this opportuni 
, : : / t h d 
cations, direct mail, displays and oS eS ee ee ae 


Advertising Service (Publishers’ Rep- 


sectional newspaper tests will be resentatives), 26 Court Street, Brook- 
used. Nathaniel O. Robbins has lyn, N 

joined the Richardson agency as - 
head of the publicity department 


~ 
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Retail advertisers measure every 
line of space and every promotion 
against the sales it produces. And 
unless those sales are both satisfac- 
tory and immediate .. . well, they 
don't make the same mistake twice. 

Therefore, when such an outstand- 
ing retail store as the H. & S. Pogue 


Company, whose story is detailed 


on the next page, waxes enthusi- 
astic about newspaper rotogravure, 


common sense suggests that if you're 


buying space from the standpoint of 
profits — it will pay you to add rote 


gravure to your list. 
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Aggressive 
retailers say 
rotogravure 
gets results 


- 


_/-= . 
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Enruving MOVER 


A new style for todey and the future... presented for the first time in 


POGUE'S 
Fall Homefurnishings Opening 


What is enduring Modern? It iso definitely new style in furniture and home 
decoration, yet its origin is os old as the 18th Century from which it tekes its 
simplicity of line .. . as old as the Colonial period which inepired its strength 
and utility. Slowly evolved through the pest decade this new Modern hes now 
come of age, to take its plece among the long established periods in furniture. 


You will like this Modern becouse it is beautiful os practical, 
os camfartehle nee cb lansing Solosh cb. Whecheaian 
flexible, varied, and so soundly designed that it can be 
combined pleasantly with furnishings of other periods. 
Most important of ol: Because it hes evolved 
slowly, and becouse it is keyed to American 
living, this new Modern is @ style not just 

for today or the next few years, 

but for years and years te come. 


/ 


Right 

Beached mehogeny sole with 
beige covering, 13950. Choirs 
in Fqured eggshell and coral 
09.50 cach. Tier le: tebles 
19.75 each: coflee table. 19.75. 


Beiow 

Bleached mehogeny bedroom 
provers distinguished by ts 
lour-prece vanity 107.25 ond 


rr 
tech and vanity bench. 17.50. 


THE H.& S. POGUE CO. 


CG , ti, Ohio 


February 10, 1938 


Kimberly-Clark Company 
Chicago, Illinois 


Gentlemen: 


After the experience of planning over seventy- 
five consecutive Roto-Gravure Ads run during the 
course of the past year and one-half, I can say 
that the results we have secured have been con- 
siderably better than in any other type of 
advertising. The distinctive nature of Roto- 
Gravure Advertising has succeeded in establish- 
ing a definite identity in the mind of the 
consuming public, which I believe no other 
advertising medium would have accomplished so 


effectively. 


The dramatic possibilities in Roto-Gravure pres— 
entation and the superior reproduction of the 
merchandise through this medium are so great 
that it fully justifies the additional expense. 


In order to take full advantage of this medium a 
program must be planned over a longer period of 
time as individual ads at wide intervals will 
not secure the best results. 


, 
Yours sincfrely, / 


Merchandise Manaper 
Home Furnishings 


(a be, 


NEW YORK 
122 East 42nd Street 


f 


Established 1872 + Neenah, Wisconsin 


CHICAGO 
8 South Michigan Avenue 


figured cover. 
ings. Nine pieces, 486.50. 


All Furriture Pictured 
is Exclusive with 
Pogue's in Cincinnati 


Beiow 
Beoched mehogeny card table 
with a ff which opens 
into dinette sme, $5.00. Match. 
ing vide chairs with lovely 
striped coverings, 27.50 each. 


& 5. POGUE Co. 


MAin 4700 


Atypical rotogravure advertisement ot The H.& S. Pogue Co 
is shown above 


LOS ANGELES 


510 West Sixth Street 
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February 27, 1939 


ADVERTISING AGE 


Bigger Budget Is 
lron Fireman Bid 
for Profit Record 


Steady Net Over Ten- 
Year Period Shown by 
Stoker Advertiser 


Cleveland, Feb. 21.—Advertising’s 
vital part in the building of $5,000,- 
000 in profits for Iron Fireman 
Manufacturing Company in the past 
decade will be emphasized by a 53 
per cent increase in the company’s 
1939 newspaper advertising budget 
and an 18 per 
cent boost in the 
magazine appro- 
priation over 
1938. 

This was re- 
vealed here to- 
day by T. H. Ban- 
field, Iron Fire- 
man president, 
speaking before 
the first of five 
national sales 
conventions to be 
held between 
now and March 
7. Others will be held in New York, 
later this week; Atlanta, Feb. 27 and 
28; Chicago, March 3 and 4, and 
Minneapolis, March 6 and 7. 

President Banfield pointed out 
that while business generally has 
been “below normal” in nine of the 
past 10 years, Iron Fireman has 
made substantial profits in every 
year. During this period, the com- 
pany earned an average of $493,089 
a year. Its 1938 profits were 
$606,901. 

Iron Fireman unit sales reached 
an all-time high in 1938, he re- 
ported, though dollar volume of 
business, $5,664,424, was slightly re- 
duced. The company’s balance sheet 
shows an 8-to-1 ratio of current as- 
sets to liabilities, he said. 

Mr. Banfield declared that the 
Iron Fireman advertising program 
has been consistent and has back- 


grounded all of the firm’s sales 
efforts. 


New Product Makes Debut 


Further evidence of the com- 
pany’s optimistic outlook was the 
president’s announcement of the 
second new Iron Fireman product 
in a year—the “Unit Heatmaker,” 
which makes the Iron Fireman a 
complete heat-producing unit for 
the first time. 

At the five national conventions 
held in 1938, Mr. Banfield revealed 
Iron Fireman’s entry into the oil- 
burner field in order to give dealers 
every weapon for command of the 
retail market in the competition be- 
tween coal and oil for home heat- 
ing. 

The expanded 1939 advertising 
program will not devote much 
Space to either of these new prod- 
ucts, however, but will continue as 
in the past to concentrate on selling 
the Iron Fireman automatic coal 
burner, which stokes coal into the 
user’s furnace. The 1939 campaign 
is keyed, Mr. Banfield said, to take 
advantage of what is considered to 
be the best prospective home build- 
ing market of a decade. 

The newspaper campaign is 
budgeted as a cooperative campaign 
with dealers, and most of the news- 
Papers to be used are yet to be 
chosen. 

The consumer magazine list in- 
cludes: American Home, Better 
Homes & Gardens, Business Week, 
Extension Magazine, Fortune, The 
Saturday Evening Post and Time. 
In Canada: Canadian Homes & 
Gardens, Maclean’s and National 
Home Monthly. 

Twelve business papers are also 
On the schedule: Black Diamond, 
Coal Dealer, Coal Heat, Industrial 
Power, Modern Power & Engineer- 
‘ng, National Engineer, National 
Provisioner, Power, Power Plant 
Engineering, Saward’s Journal, 
Southern Power Journal and Stoker 
& Airconditioner Journal. 

The general campaign also offers 
Gealers seven direct mail cam- 


T. H. Banfield 


COAL STOKER COPY 


takes over home heating 


"S9n FIREMAN 


ai | 


casalog . 
Portland, Oregon; Cle 


Personal comfort of owners of Iron Fire- 
man automatic coal burners will be fea- 


eight 15-minute transcribed radio 
programs of famous band music and 
90 spot announcements, two 24- 
sheet and two three-sheet outdoor 
posters and a wide selection of 
signs, displays and novelties. 


Feature Case Histories 


Magazine copy this year will re- 
turn to the “case story” type which 
Iron Fireman used _ consistently 
from 1933 until last year, when 
straight merchandising copy was 
substituted to introduce the DeLuxe 
Heatmaker type of stoker. Users’ 
experiences will be played up 
wherever possible. The schedule of 
23 publications being used this year 
contrasts with five in 1938. 

Joseph R. Gerber, president of 
Joseph R. Gerber Company, Port- 
land, Ore., agency which prepared 
the new campaign, came to Cleve- 
land with the officials of Iron Fire- 
man who are making the rounds of 
the national conventions. 

Besides Mr. Banfield, they include 
E.C.Sammons, vice-president; Frank 
S. Hecox, secretary-treasurer; C. T. 
Burg, general sales manager; R. E. 
Gunn, assistant general sales man- 
ager; H. C. Carter, production man- 
ager; Dale Wylie, sales promotion 
manager, and E. R. Webb, service 
manager. L. R. Teeple of Portland, 
president of L. R. Teeple Company, 
manufacturer of Iron Fireman con- 
trol instruments, also was here as 
the first convention opened. 

Mr. Burg said that distribu- 
tion for the new Unit Heatmaker, 
a vast refinement of the old parlor 
stove, will be sought this year in 
small houses, small buildings such 
as garages, roadside restaurants, 
grocery stores, barber shops and 
similar places of business. 


Yocum Joins Compton 


Trell Yocum has resigned as man- 
ager of the new business depart- 
ment of Young & Rubicam, New 
York, to become executive vice- 
president and director of Compton 
Advertising, New York, effective 
April 15. 


Engelmann to Kimball 


William M. Engelmann, formerly 
space buyer and office manager of 
Pedlar & Ryan, New York, has 
joined Abbott Kimball Company, 
New York, in charge of media. 


Kelsey Heads Radio Unit 


L. J. Kelsey has been appointed 
sales manager of the new radio 
division of Stewart-Warner Corpo- 


ration, Chicago. 


Plan Program to 
Retute Attacks on 


Insurance Field 


New York, Feb. 22.—Plans for 
the observance of life insurance 
week, under the name of the 
Annual Message of Life Insurance, 
are being formulated by the execu- 
tive committee of the newly formed 
Institute of Life Insurance. A meet- 
ing to discuss the program was also 
attended by representatives of the 
Association of Life Agency Officers, 
National Association of Life Under- 
writers, and the Life Advertisers 
Association. It was decided to 
schedule the 1939 message for the 
fall, but no definite date was set. 

Promotion of the annual message 
will probably be the springboard 
for a general institutional campaign 
by the Institute of Life Insurance 
which was formed about a month 
ago, to carry out a comprehensive 
public relations program, embracing 
research and consumer education. 
Details of the program are still in 
formative stage. 


Aim to Answer Critics 


Formation of the Institute is, in 
effect, an answer by the insurance 
companies to the critics who have 


become vocal in recent months 
over the air and in print, includirg 
the “fee counsellors” who advertise 
their ability to show policyholders 
how to save money on premiums. 
Using as a basis information re- 
vealed by a special study conducted 
for the Association of Life Insur- 
ance Presidents by J. Walter 
Thompson Company, the institute 
will concentrate on research into 
insurance needs, to enable policy- 
holders to obtain maximum security 
and protection at minimum cost in 
any form of policy they prefer. 


Advance Nichols, Glennon 


John F. Nichols and Stephen P. 
Glennon, members of the advertis- 
ing staff of Popular Science Month- 
ly, have been appointed advertising 
director and advertising manager, 
respectively. 


Wilkins Appointed 

Howard M. Wilkins has been ap- 
pointed Eastern advertising man- 
ager of Equipment Preview and 
will be in charge of the New York 
office at 551 Fifth avenue. 


To Campbell-Lampee 

H. Sabel & Co., New York mirror 
manufacturer, has appointed Camp- 
bell-Lampee, New York, to handle 
advertising and publicity. Business 
papers and direct mail will be used. 


John D. Simon Buys 
Portland Agency 

John D. Simon has resigned as 
vice-president of Joseph B. Gerber 
Company, Portland, Ore., agency, 
to start his own agency, John D. 
Simon Company, in the Oregonian 
Bldg. He has purchased the Port- 
land business of Crossley & Ham, 
whose vice-president, Ernest R. 
Ham, has joined John T. Crossley 
in their San Francisco office. 

The new agency will handle the 
following accounts: Oregonian Pub- 
lishing Company, St. Croix Sugar 
Cane Industries, Salem Brewery 
Company, The George Lawrence 
Company, First Federal Savings & 
Loan Association and the Land Set- 
tlement Division of the Portland 
Chamber of Commerce. 


Agency Changes Name 


Douglass Allen & Leland Davis, 
Inc., Cincinnati agency, has changed 
its name to Allen, Heaton & Mc- 
Donald. Ralph Heaton has been 
named vice-president in charge of 
copy and art, and Donald McDon- 
ald becomes vice-president in charge 
of merchandising. 


Elevator Names Lamb 


Atlantic Elevator Company has 
appointed James G. Lamb Com- 
pany, Philadelphia, to direct its ad- 
vertising. 


ENGLAND IS AMERICA’S 
BEST CUSTOMER IN THE WORLD 


The nightly “Hanvinc Over or tHE Keys” of the Tower of London to the Major of the Tower 


The following questions and answers 
may help you in building your English sales... 


Question: How many dollars’ worth of 
American goods does the average Eng- 
lishman buy yearly? 

Answer: During the last four years 
he bought from g to 12 dollars’ worth 
a year—1% times as much as a 
Swede, 3 times as much as a French- 
man, 8 times as much as a German. 


Question: Is the English market for 
American goods increasing? 

Answer: Compared with 1932, it 
had increased by 8% in 1933, by 30% 
in 1934, by 50% in 1935, by ¢3% in 
1936, by 85% in 1937, and by 81% 
for the first nine months of 1938. 


Question: Which English weekly maga- 
zine is read by 3 out of 8 of the wealth- 
iest families in the country? 

Answer: The Radio Times—its cir- 
culation of 3,000,000 is exclusively 
confined to families that own radio 


sets—which, in England, are a sign 
of comparative wealth. 


Question: How is it possible in Eng- 
land to run a complete national adver- 
tising campaign with one insertion a 
week in a single publication? 


Answer: An independent survey 
shows that each weekly copy of the 
Radio Times is read every day for a 
week by 90% of its 3,000,000 sub- 
scribers. (This is because the Radio 
Times is the only publication allowed 
to print B. B. C. radio programmes 
for a week in advance.) 


Question: In what sense does the Radio 


ie 


ie | 
be BS | 
= Le 


Times give you a denser advertising 
coverage than Life? 


Answer: With a circulation of 
2,000,000, Life reaches one American 
home in sixteen, while the Radio 
Times, its circulation 3,000,000, goes 
to one English home in four. 

* * * 

If you are an American manufacturer 
selling in England and would like to 
have further market facts bearing on 
your particular problem, write to the 
Advertisement Director, British 
Broadcasting Corporation Publica- 
tions, Broadcasting House, Portland 
Place, W. 1, London, England. 


The English weekly magazine with a density 
of coverage four times that of Life 


RADIO TIMES 


Guaranteed net weekly sales, 3,000,000 
Rate, $2.46 per line per million readers 
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ADVERTISING AGE 


February 27, 1939 


Schenley Promotion 


Budget Lifted Over 
$7,000,000 Mark 


Six Different Campaigns 
Are Under Way in 
Major Media 


New York, Feb. 22.—Promotion 
of the products of Schenley Distill- 
ers Corporation, which is said to 
have cost nearly $7,000,000 in 1938, 
will be substantially increased in 
1939, according to plans revealed 
here today. Six different cam- 
paigns are under way utilizing 
about 500 newspapers and 18 na- 
tional magazines. 

Outstanding in the  Schenley 
program are the Red and Black 
Label and Golden Wedding lines 
The magazine list for the former, 
under the direction of Lord & 
Thomas, will comprise Collier’s, 
Esquire, Fortune, Liberty, Life, The 
New Yorker and Time. Newspa- 
pers and outdoor will also be used 
extensively. For Golden Wedding, 
J. Stirling Getchell is_ inserting 


NEW TECHNIQUE 


| door Life. Ancient om vertiine, | 
'also handled by Lord & Thomas, is 
|appearing in Cue, Life, Newsweek, | 


"PERFECT CIRCLE DRAMATIZES DANGER 


|The New Yorker, and Time. 


|mert. 


| A new 


lin the series on Ancient 
|which uses a 
treatment, softer 


ora. 
MSTNLLO MH BENTEC ET 


haw 4. 


verse plate. 


Schenley has adopted a new technique 
for Ancient Age copy, using a softer | The 
benday process. 


ee . , Hotel Pennsylvania. 
copy in Collier’s, Cosmopolitan, F 


Esquire, Redbook and Scribner's. 
Appeal to Sportsmen 

For Cream of Kentucky, adver- | Port-O-Radio Appoints 

tising is concentrated largely in| 

sports magazines. In addition to 


Collier’s and Cosmopolitan, Lord & 
Thomas is using, for this brand, 


ing, National Sportsman and Out-. connections. 


striking benday 
but with almost 
|the same attention value as a re- 


Export Meeting Planned 

» annual get-together meeting 
of the Export Managers Club of New 
York will be held March 14 at the 
It will be an 
all-day session, with group lunch- ‘h tae 
|/eons and a banquet in the evening. 
Speakers will be announced later. 


J. M. McGuire & Co., New York, | 
has appointed Walters Advertising 
Associates, New York, to direct ad- 
vertising for its Port-O-Radio, 


a 
Field & Stream, Hunting & Fish-| new model radio without wires or 


| Wilken Family promotion (Lord Ze 
'& Thomas) is confined to newspa- | ie. 
| pers as is Old Quaker advertising, 
|handled by Blackett-Sample-Hum- | 
Schenley plans contemplate 
| year- -round promotion of the sepa- 
| rate campaigns except for a period 
‘in the summer when combination 
| copy will be used in newspapers. 
technique in Schenley 
| copy this year has been introduced 


PERFECT “"" 
C/RCL £g 


“I FROZE TO THE WHEEL... 


MY CAR WAS HALF-DEAD 


jae flash. 1 thenght To reaped. 1 frowe to the wheel as 1 crowded the approaching car 
bed plonts af time to pass the car ahewd ... Bat the off the pocement. Thet cured me af deveing o halj«lead car. 2 put ir 
meoming car was really traveling . 1 parked — Perfert Circle Piston Rings Ven < wht to we * it cur sip mate ihe 
he accelerator to the fllewr. Bat my car didut I step on it andl hence 1 ace on ~— wel we 

P Maybe sour car hae het ite origiogl pop and coomamy so gradaslly 

re4 U that sou havee'l realieed 1. Dow t «ait for a narrow escape bo conv ives 

wA CAR vou that your car areds new Perfect Circles. Accept no eobstitate 
youR Only Perfert Circle \H0"s seal worn cylinders against ptwer aud ail 


juss with patented independentecting doubleteaf springs. Thess 
with I ! 


Haven 


t= rings with the exclusive Perrox Surtece pructioully stop ring 


oslimder wear, yet cut oil bill, as much as BOE. bar your own 


aud thet of your car. have sour Lwerite repairman install a 


ort of Perteet Circle Piston Rings now! The Pertcet Circle Company. 
Hagerstown, bediang, U.S. 4. or Toronto, Canela, 


To SELL 


@ Largest 
Circulation 


®@ High 
Reader Interest 


@ High Subscrip- 
tion Renewal 
Rate— 
76°, A.B.C. 


@ Complete Cov- 
erage of 
Hardware 
Jobbers 


@ Largest Retail 
Coverage 


@ Overwhelmingly 
the Choice of 
Advertisers 


ucts. 


your hardware market. 


239 West 39th Street, New York N.Y. 
AL BLCL *® Charter Member _* A.B.P. ae 


your hardware market 


Use HARDWARE AGE 


L a sales promotion instrument of the very greatest 
effectiveness. 


No other paper or group of papers can give you the thorough 
coverage and the influential contact with the hardware men 
who matter throughout the hardware trade, both wholesale and 
retail. 


With its more than 21,000 net paid (A.B.C.) subscribers, HARD- 
WARE AGE puts at your service the largest circulation in the 
hardware field (by over 5,000 subscribers). It’s a circulation 
of very high reader interest, too. Witness the 76° renewal 
subscription rate. 


Your sales promotion message when published in HARDWARE 
AGE goes straight to the attention of live hardware men 
throughout the country. 


It completely covers the hardware wholesalers. (HARDWARE 
AGE coverage of the hardware wholesale houses is not even 
approached by any other publication.) 


It is placed before over 14,500 men in over 14,100 retail hard- 
ware stores—many more hardware stores than can be reached 
through any other paper. 


Advertisers know well the great effectiveness of HARDWARE 
AGE as a practical sales building instrument. Their expe- 
rience with it is clearly reflected in the fact that year after year 
nine out of ten advertisers using national hardware papers 
use HARDWARE AGE and that over 70% of the HARDWARE 


AGE advertisers use this publication exclusively. 


Let HARDWARE AGE help you develop your sales in this important market for your prod- 


Send for “Some Facts About HARDWARE AGE” which will also give you some facts about 


Harpware Ace 


Perfect Circle 
Points Out Peril 
of Half-Dead Cars 


Hagerstown, Ind., Feb. 23.— 
After long hammering at the sub- 
ject of economy, the Perfect Circle 
Company will 
take a dramatic 
shift to safety in 
1939 advertising. 
One of the initial 
advertisements in 
the new series in 
T he _ Saturday 
Evening Post and 
Country Gentle- 
man will show a 
horror - stricken 
motorist: “I froze 
to the wheel— 
my car was half 
dead.” 
George W. Stout, 
| manager of the Perfect Circle Com- 
| pany, said that in showing how loss 
| of high mobility endangers the lives 
of drivers and others on the high- 
ways, the new campaign will add 
| its energy to other safety crusades. 
At the same time, it will substan- 
tially expand the piston ring mar- 
| ket, he believes. 
| “Thousands of cars in service to- 
day lack the extra push so neces- 
sary in emergencies,” Mr. Stout 
said. “Cars only two or three years 


George Stout 


class, as older jalopies are seldom 
_depended on for the vital accelera- 
— required to pass other cars or 
i’ meet emergencies. 


Change of Tactics 


“Heretofore piston ring advertis- 
| ing has stressed oil pumping almost 
to the exclusion of other factors. 
We are going to change this order 
by telling motorists of the improved 
safety, as well as power and effi- 
| ciency, which results from rejuve- 
nation of half-dead cars.” 

| Perfect Circle has been a consist- 
ious national advertiser since 1924, 
having spent $500,000 more for pro- 
motion than all other piston ring 
| manufacturers combined, according 
to Mr. Stout. That its aggressive 
| policy has been successful is indi- 
|cated by a recent survey which 


| 
| 
| 
| 


showed that 43.4 per cent of those 
expressing a preference specified 
Perfect Circle piston rings, or six 
times as many as asked for the sec- 
ond brand. 

A heavy trade paper schedule 
will support consumer advertising 
in 1939. The agency is Henri, Hurst 
& McDonald, Inc., Chicago. 


STOP OIL PUMPING 


PERFECT C 


advertising | 


old probably predominate in this | 


INCREASE POWER 


IRCLE Zine 


Jersey Governor 


Lauds Results 
of Advertising 


Trenton, N. J., Feb. 22.—Address- 
ing the annual meeting of the New 
Jersey State Press Association here 
this week, Governor A. Harry 
Moore urged the continuance of the 
state advertising campaign, which 
he described as an important factor 
in bringing 1,300 new industrial 
plants into the state during the past 
year. 

Wayne D. McMurray, business 
manager, Asbury Park Press, was 
elected president of the association 
to succeed D. Howard Moreau, of 
Flemington. Other officers elected 
were: Vice-presidents, Ray D. Gill, 
Dover Advance, and Patrick H. 
Feeney, Newark Evening News; 
honorary secretary, John W. Clift, 
Summit Herald; treasurer, Hugh 
Boyd, New Brunswick Home News. 
Charles L. Allen, Rutgers Univer- 
sity, is executive secretary. 


Swiss Railroads 
Appoint Agency 

Swiss Federal Railroads have ap- 
pointed Roberts & Reimers, New 
York, to direct advertising in news- 
papers and national magazines. A 
special appropriation is planned for 
a New York World’s Fair building 
featuring the industrial and cultural 
development of Switzerland. 


SAYS THE’BIRD WHO KNOWS_ 


HERE'S THE NEBRASKA AND 
SOUTHWESTERN IOWA MARKET 
IN AN EASY NUTSHELL! 


(A COVERED BY 
ee ONE eosctaenient 


Retail Sales 
Sales Management 
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@ KLZ adds Wm. A. Green, A. F. of L. president and 
Colorado's Governor to long list of newsworthy interviews. 
@ Colorado's Carnegie hero Clarence Martella, was inter- 
viewed by KLZ hours before any other radio station or 
newspaper made the announcement of the award. 


Completely, Authentically . . . With the Speed of Light! 


® Denver and the Rocky Mountain area have 
found out that it takes more than a slot desk and 
a press to render top-flight news service. For 
Denver has KLZ . . . and KLZ is the fountainhead 
of news in this vast region. 

News dissemination is a major activity with 
KLZ. Its news department is staffed with news- 
paper-trained men. Its management is news- 
minded. As a result, scoops over newspapers, wire 
services and even the networks have become com- 
mon occurences with KLZ .. . have elevated KLZ 
to a unique position in American newscasting 
history. 

Colorado has formed a habit of listening to KLZ 
for its news. Colorado has likewise formed a habit 
of thinking of KLZ first when newsworthy events 
break. Adequate as KLZ’s news set-up is, it would 


be far less effective if it were not for the constant 
vigilance and voluntary cooperation of both private 
and official sources of news throughout the region. 

KLZ has acquired an earnest devotion from 


listeners . . . earned by an unparalleled ability to 


KLZ 


serve public interest, convenience and necessity 
. . . proved by the fact that KLZ newscasts have 
never lacked sponsorship since their inauguration 
. . . reflected by outstanding sales records for 
products exploited through its facilities. 


CUVET 
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Retailers Aren't Dumb 


Gene Flack, the famous Loose- 
Wiles ambassador of trade good- 
will, is doing a lot of good not only 
in preaching the gospel of better 
merchandising to retailers, but in 
reflecting the modern retailer’s 
point of view to manufacturers. 
Those who think of a_ successful 
merchant as merely a slot machine 
through which goods pass from the 
manufacturer to the consumer have 
another think coming, according to 
Gene. 

The dynamic proponent of Sun- 
shine biscuits burlesques the sad 
experience of the busy little house- 
wife who is deluged with advertis- 
ing, and goes to the store prepared 
to find enthusiastic and impressive 
presentations of the advertised 
product, only to learn that Mr. 
Merchant is practically unaware of 
what’s going on. In other words, 
the manufacturer sold the con- 
sumer, all right, but he forgot to 
sell the retailer. 

In the battle for store displays, 
the front line of modern merchan- 
dising through retailers, Mr. Flack 
emphasizes that the successful ap- 
proach is through ideas which will 
add to profits, create store traffic or 
through some interesting addition 
to ordinary appeals, will give the 
store something new and different 
with which to attract the house- 


wife. Going after sales or displays 
with an order-book and a tape- 
measure, the old-fashioned combi- 
nation for loading up the retailer 
regardless of consumer sales, is 
zero in effectiveness today. 

With retailers of all sizes, large 
and small, in all localities, urban 
and small-town, improving their 
physical facilities for handling 
business and their methods for get- 
ting it, the national advertiser, as 
Gene Flack sees it, must be a part- 
ner in their joint enterprise of 
serving Mrs. Consumer. To neglect 
the legitimate interest of the re- 
tailer in getting good goods into 
circulation, at a profit to himself 
and with satisfaction to the con- 
sumer, is merely assuring lack of 
the enthusiastic cooperation which 
is necessary for manufacturer-re- 
tailer success. 

Gene Flack is a combination of 
evangelist, vaudeville actor and 
merchandising expert. He wows 
his audiences with his humor, but 
he also makes them think. Maybe 
more manufacturers, contacting 
more dealers in this personal and 
continuous fashion, will find their 
problems of selling through retail- 
ers easier, because they will under- 
stand retailers’ problems better. 
The first thing to understand is that 
the retail merchant isn’t dumb. 


Promotion Problems of 
Institutions 


The University of Chicago has 
recently appealed for aid in the es- 
tablishment of scholarships for out- 
standing students through a series 
of booklets which in beauty of de- 
sign and effectiveness of production 
set a new standard for promotion 
in the educational field. 

When one considers the problems 
of institutions, hospitals and other 
private enterprises in the field of 
public service, it is readily seen that 
they need a type of publicity and 
promotion hardly visualized ten 
The large amount of 
done through public 
agencies has given most people the 
feeling that institutions 
are less necessary than formerly; in 
addition, the heavy burdens of tax- 
ation which have fallen on all 
people of means makes it less easy 
to contribute generously to good 
works represented by all types of 
charitable, educational and 
activities. 


years ago. 


work being 


voluntary 


similar 


The University of Chicago is well 
endowed, but even the institution 
which has been well supported in 
the past is confronted with reduced 
returns from its investments. Its 
capital may have come through the 
depression years unimpaired, but its 


income has been seriously re- 
stricted. Thus the ability of the 
institution to care for those who 
need financial help in obtaining 


their education is materially low- 
ered. In the hospital field the vol- 
untary institution, depending upon 
current contributions as a means of 
doing the wholly or partly free 
work which must be provided in 
every community, is finding it 
harder to obtain the support which 
it has counted on in the past. 

Educational promotion of a mod- 
ern and intelligent character, suited 
to the special needs of institutions, 
offers the way out for them and an 
opportunity for valuable service 
from and through advertising. 
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—Progressive Grocer. 


"Don't you have any of these things in boxes? My husband says he's getting 
tired of canned foods.” 


Second the Motion 


The other day Royal Munger, 
financial editor of the Chicago Daily 
News, let off some steam about “off 
the record” speeches that sounded 
downright reasonable to us. Mr. 
Munger’s ire was raised to the ex- 
ploding point by receipt of an invi- 
tation to hear Marriner Eccles talk 
to the Economic Club of Chicago, 
said invitation including the infor- 
mation that the talk was “off the 
record,” and could not be quoted. 

“The kind of secrecy which 
stands up at a speakers’ table, be- 
fore 800 members and guests, and 
bellows its whispers in confi- 
dence, is very convenient—for the 
speaker,” Mr. Munger said. “If he 
can make enough speeches on those 
terms, he can put over an idea with 
the ‘wise money’ crowd, without 
letting the yokels ever see the pea 
go under the shell. 

“The only improvement would be 
a secret speech over the radio!” 

Them’s harsh words, Marse Mun- 
ger, but we say they’re justified. It 
is about time that coy platform ora- 
tors (who can’t get along without a 
public address system to help make 
every word audible in the farthest 
reaches of the auditorium) realized 
that there is nothing secret about a 
burning message delivered to five 
or six hundred assorted individuals 
who happen to have the time and 
the inclination to listen. 

The normal excuse for “off the 
record” speeches is that the speaker 
is willing to speak more freely and 
more frankly if he is sure his words 
won’t be recorded in type; but the 
speaker who is afraid of say- 
ing something out of turn won’t say 
it in front of several hundred peo- 
ple, not more than a dozen of whom 
he has ever seen before. So... 

P. S. Some reporter friends advise 
us that they don’t agree with Mr. 
Munger, or with us. On the con- 
trary, they say, if all speeches were 
“off the record” they would be re- 
lieved of the necessity for reporting 
much unimportant drivel which 
they now feel called upon to make 
a matter of public record. 


Not Seeing So Well 


The business manager of one 
newspaper who received a form 
letter in connection with the fourth 
ADVERTISING AGE student essay con- 
test writes that he is interested in 
the object of the contest, believes 
that there is a need for it, and 
would like to help, but first he de- 
mands assurance that the contest 
is to be confined to newspaper ad- 


Ad-libbing 


vertising ONLY. 
his.) 

“There are many mediums today 
claiming a share of the advertising 
dollar and we are not sufficiently 
broad minded to desire to partici- 
pate in a contest where the winning 
essay may extoll the virtues of 
radio or magazine or billboard ad- 
vertising,” he says. 

His letter, which stands out be- 
cause it is the only one among more 
than 200 received from newspapers 
which stresses this point, makes us 
rather sad. Naturally, we would 
scarcely expect a newspaper to pub- 
lish an essay extolling real or sup- 
posed advantages of some other 
medium, but the ADVERTISING AGE 
contest calls for essays on “How 
Advertising Benefits the Consumer,” 
and the good essays naturally dis- 
cuss advertising as an economic and 
social force in broad general terms, 
and not in terms of one medium 
as compared with another. At any 
rate, we do expect all types of 
media to be selfishly enlightened 
enough to realize that the future 
of any medium rests primarily on 
the future of advertising as a whole. 


Jottings 


Suggested for the Well-what-do- 
you-think-of-that dept.: the pub- 
licity releases from Brunswick re- 
vealing that the Whale-Bone-Ite 
toilet seats in the Huntington 
Beach, Cal., elementary school 
withstood last year’s destructive 
earthquake so well that, having un- 
dergone resanding and repolishing, 
they have just been re-installed in 
the new school building there... 

Robert E. Martin of Atlanta takes 
the unusual course of advising us, 
and no doubt other interested per- 
sons, that he will announce the 
opening of his own advertising 
agency “within a few months.” We 
suspect, from the context of the 
letter and the lack of a local ad- 
dress, that this is a new type of 
teaser campaign, with more infor- 
mation to follow from time to 
a 

Kroger Grocery & Baking Com- 
pany advertised recently in Atlanta 
newspapers, advising the public not 
to ask for Kroger’s Latonia Club 
ginger ale. Copy explained that if 
any Kroger clerk failed to suggest 
Latonia, the customer could claim 
a free bottle. .. 

Nature note gleaned from caption 
under bridge illustration in natural 
color in recent Armco ad: “A rest- 
ful spot near an Armco Multi Plate 
bridge.” ... 


(The caps are 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1462. The WLS Feature Foods 
Plan. 


In this new brochure Radio Sta- 
tion WLS, Chicago, describes its 
Feature Foods plan—a combination 
of radio, store promotion and food 
testing—how it functions and what 
it has accomplished in the Chicago 
market for various products in the 
food field. 


No. 1450. Rotogravure is in the 
Spotlight. 

This brochure, issued by Kimber- 
ly-Clark Corporation, contains some 
helpful information on the prepara- 
tion of rotogravure copy, with ex- 
amples of type, photographs and 
color, and case studies of a number 
of successful rotogravure advertis- 
ers. It also provides figures on 
newspaper readership based on Gal- 
lup reports, showing the extent of 
the rotogravure section’s audience. 


No. 1464. A Private Audition. 

Radio Station WMC, Memphis, 
has issued this new study of the 
Memphis trading area, giving tabu- 
lations of population, radio homes, 
spendable incomes and other market 
data, by counties, for the station’s 
day and night coverage. Facts 
about WMC’s facilities, programs, 
and merchandising helps are cov- 
ered in detail. 


No. 1465. The Dallas Market. 


This new survey, issued by the 
Dallas Chamber of Commerce, pre- 
sents facts about population, buying 
power, natural resources and rate 
of growth of the Southwest. It con- 
tains a supplementary map in color, 
showing white population density 
by counties in the Southwest, freight 
service facilities from Dallas, oil 
and gas fields of the Mid Continent 
area, average freight rates, buying 
power within various radii from 
Dallas, and airline connections. 


No. 1466. Minneapolis Oil Burner, 
Gas Furnace, Coal Stoker and 
Air Conditioning Installations, 
1938. 


The Minneapolis Tribune has is- 
sued this booklet, which tabulates 
oil burner, gas furnace, stoker and 
air conditioning installations by 
makes during 1938 in Minneapolis. 
Graphs show comparative sales of 
mechanical heating units for the 
past three years. 


No. 1467. Facts About the Contin- 
uous Large-Unit Buying of Au- 
tomotive Equipment by the 
Transportation Industry. 


Traffic World has issued this 
bulletin which presents new facts 
on its automotive market, based on 
a recent extensive study. It de- 
scribes the constituents of the mar- 


-| ket, and new facts in the break- 


down of the market by makes, and 
includes an indication of what its 
group of buying executives will 
purchase in 1939. Charts and pho- 
tographs illustrate the points pre- 
sented. 


No. 1444. Specifications. 


Business Week has issued this 
data book full of facts concerning 
editorial content, circulation, read- 
ership and market, with numerous 
advertising success stories. The ma- 
terial is arranged in concise form 
for easy reference to the subjects 
covered. 


No. 1461. It’s Check-Up Time. 


In this brochure The Saturday 
Evening Post presents itself for 4 
physical examination and invites 
the reader to be the doctor. Its 
editorial content, circulation, read- 
er-interest, and promotional activi- 
ties undergo a thorough check-up. 
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Government Seeks. 
$1,000,000 Damages 
in New Tire Suit 


Eighteen 
Charged with Price- 
Fixing Conspiracy 


New York, Feb. 22.—Under fire 
by the government for the past 
three years in connection with al- 
leged price discrimination § and 
quantity discounts, the tire industry 
today faced a new attack on a dif- 
ferent flank when the Department 
of Justice filed a million dollar 
damage suit here against 18 com- 
panies, charging participation in a 
price-fixing conspiracy. 

Named as defendants in the pres- 
ent action are the following: Cooper 
Corporation, Dayton Rubber Manu- 
facturing Company, Dunlop Tire 
and Rubber Corpora‘ion, Falls Rub- 
ber Company, Firestune Tire & Rub- 
ber Company, Fisk Rubber Corpo- 
ration, General Tire & Rubber Com- 
pany, B. F. Goodrich Company, 


Goodyear Tire & Rubber Company, | 


| New York, Mohawk Rubber Com- | 


Defendants | 


| Kelly-Springfield Tire Company, | 
| Lee Tire & Rubber Company of 


pany of New York, Norwalk Tire & | 
Rubber Company, Pennsylvania | 
Rubber Company, F. G. Schenuit | 
| Rubber Company, Seiberling Rub- | 
| ber Company, United States Rubber | 
'Products and United States Tire | 
| Dealers Corporation. 


| 


Triple Damages Sought 


Embodying a new technique 4 
the government drive against al-| 
leged monopolistic practices, 
damage suit is based on a little used 
section of the Sherman anti-trust 
law which provides that any person | 
suffering loss as a result of practices | 
forbidden by the statute, may sue 
the violator for three times the al-| ne 
jeged los, In ts capacity az the 20° sistant Attorney General ‘Thurman 
ing for three times the amount it rnold, because a criminal action, 

with maximum fine of only $5,000, 


claims to have lost because of the | would not compensate the govern- 
alleged price-fixing conspiracy by | meek Gow ite supposed loss. 


which the defendant manufacturers 
are charged with having maintained Uncle Sam’s Consumer View 
a common high figure in bids for | 
federal requirements. The bidding alleged to be collu- 
The case dates back to November, | sive took place between October, 
1937, when the Department of Jus- | 1936, and March 31, 1938. Accord- 
tice began an investigation of 14|ing to the complaint, the govern- 
companies suspected of collusive| ment made two purchases of tires 
bidding. (ADVERTISING AGE, Nov. 15,| between October, 1936, and Septem- 
1937). However, the civil action] ber, 1937. Prices were identical, 


the) @& 


tells a powerful sales story. 
Maxon, Inc., is the agency. Continental 


was decided upon, according to As-| and higher the second time than the 


FORTY TWO STATES 


wee, rug e . . 
7 - ae You can also give due consideration 
~ aet wa ak to other important factors such as 
a Network Affiliation, Listeners per 


®@ Put the Spark of Success into your Campaign by selecting KWK. 


“A KWK Survey proved that the most successful National Spot program sponsors in 42 states 
in the Union, use no less than five quarter hours a week. 


Can't be WONG 


Flvorocen and Oxygen combine 
and Water “happens.”’ But this fortui- 
tous set of events only occurs in the 


presence of an Electric Spark. 


® Successful National Spot Cam- 
paigns have resulted from various 
combinations of programs and Sta- 
tions. But Frequency is usually the 
Spark of Success. 


® This latter fact highlights the value 
of KWK. For you can buy Frequency 
on KWK and stay within your budget. 


dollar, Coverage, etc. 


THOMAS PATRICK, Incorporated 


HOTEL CHASE SAINT LOUIS 
Representative PAUL H. RAYMER CO. 
New York 


Chicago San Francisco 


ECONOMY THEME STIRS DISCUSSION 


THE BUY OF YOUR LIFE 


a 


The neighborly conversation portrayed in General Electric's latest 24-sheet poster 
The poster will be seen throughout the country. 


Lithograph Corporation produced the job. 


first. Next call for bids was said 
to have brought a still higher com- 
mon figure, and the bids were re- 
jected. New bids were called for, 
and were said to have contained the 
same figures. These were also re- 
jected and the tires purchased at 
substantially lower prices from 
Sears, Roebuck & Co. 

The next call for bids, the com- 
plaint charges, brought figures that 
were not identical, and in this case 
substantially lower than the prices 
paid to Sears, Roebuck. In the 
meantime, the government charges, 


retail prices had not decreased. 


Adman's Bright 
Idea Fizzles; AFRA 
Has Last Laugh 


New York, Feb. 22—Walter Em- 
ery, advertising manager, United 
States Rubber Company, chuckled 
with glee last week when he 
thought he had found a loophole 
in the new regulations of the 
|American Federation of Radio Ar- 
'tists which would permit him to 
save money by adding a singer to 
his new radio program. 

But AFRA had the last laugh, 
and Mr. Emery had to revise his 
plans in connection with “99 Men 
and a Girl,” the new U. S. Rubber 
show which was inaugurated over 
the Columbia Broadcasting System. 

It seems that the AFRA scale 
calls for members of choruses of 
from five to eight voices to be paid 
|$28 for a half hour program. For 
nine or more voices, the rate is 
only $16. Mr. Emery figured he 
could save $80 by adding a voice 
to the chorus and a name to the 
payroll. Eight voices at $28 would 
cost $224, while nine at $16 would 
draw only $144. 

Less than a week before the first 
show, however, it was discovered 
that the fee for the smaller chorus 
included free rehearsals, while a 
$4 an hour rehearsal rate had to 
be added for larger groups. Mr. 
Emery hurriedly returned to his 
first plan calling for an eight-voice 
chorus. 


engage 

To Compile Market Data 

| Lee Tracy, promotion manager, 
|New York World-Telegram, and 
| president, New York Newspaper 
Promotion Group, has appointed a 
| Statistical committee to work with 
| other interested groups in making 
| special tabulations of market data 
from the forthcoming 1940 United 
States census reports. Sherman P. 
Storer, of the News, heads the com- 


mittee. Other members are Ken- 
neth Mason, Sun, and Ivan Veit, 
Times. 


Moss with M-F-] 

Curtis F. Moss has joined Matte- 
son-Fogarty-Jordan Company, Chi- 
cago agency, coming from the Day- 
ton office of Lord & Thomas, where 
he worked on the commercial end 
of the Frigidaire account. 


Agency for Bird Cages 


Crown Products Company, In-| 
dianapolis manufacturer of bird} 
cages, has appointed Pettinger-La- 


Grange, Indianapolis, to handle its} 


advertising 


Joins Hevey & Durkee 
George I. Reid, formerly 
Ray G. Maxwell & Co., New York 
advertising agency, has joined the 
staff of Hevey & Durkee, publishers’ 
representative, New York 


Price Reduction 


Ups Post-Season 
Sales for Elgin 


Chicago, Feb. 22.—The Elgin Na- 
tional Watch Company’s experi- 
ment with price reductions, de- 
signed to step up watch sales during 
an ordinarily slack period and to 
celebrate the company’s 75th anni- 
versary, was today termed a suc- 
cess, with sales exceeding those of 
the 1938 period by about 500 per 
cent. 

Frank Brodsky, Elgin advertising 
manager, qualified this comment in 
pointing out that almost every sale 
this season represented an “in- 
crease” over 1938. The total to date 
has exceeded company expectations 
by 100 per cent, he added. 

Elgin’s budget for the year has 
been stepped up 25 per cent, Mr. 
Brodsky said, to cover the follow- 
ing promotions: Introduction of a 
new line of men’s watches April 1; 
the regular graduation season cam- 
paign, and promotion of the com- 
pany’s exhibit at the New York 
World’s Fair. Elgin will be the only 
watch manufacturer to have its own 
building at the Fair. 


Reaches Zenith Aug. 18 


The 1939 campaign will reach its 
zenith Aug. 18, the actual anniver- 
sary date of the company. This has 
been designated “Elgin Day” at the 
Fair and will signalize the com- 
pany’s introduction of its 1940 line. 
While the media campaign has not 
yet been definitely set, Mr. Brodsky 
ndicated that Sunday newspaper 
copy might be used in addition to 
a magazine schedule. The anniver- 
sary catalog will be mailed to the 
trade Aug. 1. 

Elgin started this anniversary 
year with a telephone “broadcast” 
Jan. 16 by T. Albert Potter, presi- 
dent, to wholesaler groups an- 
nouncing a year of “intensified mer- 
chandising and sales operations.” 

The initial move in the current 
program was the introduction of a 
special anniversary line of watches 
retailing at $19.75 instead of the 
usual $24.75. This price is to be 
effective until March 18 only, and 


|is the first use the company has 


| 
| 


1 


with | 


made of this technique in 10 years. 

Both trade and consumer pub- 
lications were used in the campaign 
supporting this venture. Copy ap- 
peared in Life Feb. 6, The Saturday 
Evening Post Feb. 11 and in This 
Week Feb. 18. 

Magazine advertising was sup- 
ported by a substantial variety of 
dealer aids, including window and 
counter displays, newspaper mats, 
Valentine postal cards and radio 
continuity for local use. 

J. Walter Thompson Company is 
the agency in charge. 


Macy Adds to Chain 


Westchester County Publishers, 
Inc., will begin publication of a new 
daily, The Evening Dispatch, in 
White Plains, N. Y., March 1. It 
will increase to eight the number of 
papers in the Westchester chain of 
J. Noel Macy. 
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Chain Tax Ruled 
Unconstitutional 
in Pennsylvania 


Court Terms Graduated 
Levy Unreasonable and 
Arbitrary 


Harrisburg, Pa., Feb. 21.—Penn- 
sylvania’s chain store and theater 
tax, enacted in 1937, was declared 
unconstitutional this week by the 
Dauphin County Court, on the 
grounds that it was in violation of 
the uniform taxation clause of the 
State constitution. The chain store 
tax was a graduated levy, ranging 
from $1 for a single store, to 
$500 each for chains of 500 or more, 
enacted for the purpose of “increas- 
ing school teachers’ salaries.” 

The decision rendered by Judge 
William M. Hargest will be appealed 
by the Commonwealth, Gov. Arthur 
H. James said today. 

Judge Hargest’s decision followed 
rulings of the Pennsylvania Su- 
preme Court, rather than the 
United States Supreme Court. “If 
we follow the cases of the United 
States Supreme Court,” the Judge 
said, “‘we would be led to the con- 
clusion that the statute (the chain 
and theater tax) does not offend the 
equal protection clause of the Fed- 
eral constitution. 

“But if we follow the Pennsyl- 
vania Supreme Court cases, we are 
plainly led in a different direction.” 

In granting a permanent injunc- 
tion restraining the Commonwealth 


from enforcing the levy, the court 
commented: 
“The act, creating a pretended 


classification based solely on the 
number of stores and imposing 
taxes on the several classes at dif- 
ferent and progressively increasing 
rates is unjust, arbitrary, illegal and 
wanting in uniformity. 

“The act classifying stores into 
12 separate classes solely upon the 
basis of the number of stores with- 
in the Commonwealth of Pennsyl- 
vania under the same general man- 
agement, supervision or ownership, 
and not upon the basis of any dif- 
ferences in kind or character be- 
tween the same, constitutes an in- 
vaiid classification.” 

Following the enactment of the 
law, 40 suits against enforcement 
were filed by 700 companies, repre- 
senting 12,000 stores. Commenting 
upon the decision, Caruthers Ewing, 
general counsel for the Great At- 
lantic & Pacific Tea Company, said 
yesterday in New York: 

“Evidence was offered to show 
that there are no advantages which 
attach as such to chain store opera- 
tion, as distinguished from any 
other well-conducted store. Any 
advantages in a particular store, or 
group of stores, depend upon vol- 
ume and management, and bear no 
relation to the number of units op- 
erated. The taxes imposed bear no 


brange Farm Group 


The TOP Farms 


of the 
Pacific Coast 
with 
ONE Advertisement 
ONE Space Order 
and 


Representatives 
J. WM. HASTIE NEW YORK 
F.E.M.COLE CHICAGO 


DUNCAN A. SCOTT 
PACIFIC COAST 


relation to the volume of business. 
The number of stores operated 
bears no relation to volume of sales, 
profit, sales per store, or percent- 
age of profit to sales. 


Attorney Traces Background 


“Those discriminatory chain-store 
tax laws which have been sustained 
were based on facts as disclosed in 
the record of each particular case. 

“As far as it was possible, the evi- 
dence in the Pennsylvania case was 


intended to show a different factual | 


situation. As relates to mass buy- 
ing, which might result in a dis- 
criminatory discount, it is well- 
known that the Robinson-Patman 
act prevents any discriminatory 
prices not justified by an actual 
saving to the seller. The develop- 


— 


be 


ment of cooperative buying has 
been a factor in eliminating many 
of the reasons given by the Supreme | 
Court of the United States in sus- 
taining previous taxes. In none of 
the records heretofore considered | 
by the Supreme Court did the same 
facts exist.” 

Mr. Ewing pointed out that the 
tax imposed upon the A&P chain by 
the Pennsylvania act was $954,571, 
and on the American Stores Com- 
pany, $813,071, “whereas one com- 
pany having three stores but doing 
an average volume of over $6,000,- 
000, was taxed only $11.” 


UNFAIR SALES ACT 
GIVEN PENNA. HOUSE 


Harrisburg, 


Pennsylvania eins the terms ‘Cook to Reuiense Group 


| of which brand the practice of sell- 
ing below cost as a form of decep- 
tive advertising and an_ unfair 
method of competition. 

The proposed measure, known as 
H. B. 247 and sponsored by Rep- 
resentative Marr, would also pro- 
hibit the offering of combinations 
unless the cost of the “free” article 
is included in the price. 


Wilson Returns 


W. A. Wilson has been appointed 


Eastern advertising manager of Pit) 


and Quarry Publications. For the} 


past few years he has been adv er- | 
| tising and sales promotion manager 
|of American Fabrics Company, New | 
Feb. 21.—An_ unfair | York, 


and previously was with the 


sales act has been introduced in the Chicago office of Pit and Quarry. 


~.t2 2 s Am: 


‘a _ GUARANTEE ‘. 


The 


A. F. Cook has been appointed 
| adv ertising manager of the Associa- 
| tion of Gas Appliance and Equip- 
ment Manufacturers, New York, 
|}and will assist in the promotion of 
ithe “CP” gas range program. For 
| the past ten years, Mr. Cook was 
| assistant advertising manager of the 
| Philgas department of the Phillips 
| Petroleum Company, Detroit, Mich. 
| 


Shulton Expands Drive 


Shulton Inc., New York, has in- 
augurated an expanded advertising 
program for Old Spice toiletries. 
Copy will appear in 14 national 
|magazines and rotogravure and 
black and white insertions will be 
used in newspapers. Wesley Asso- 
ciates, New York, is the agency. 
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February 27, 1939 


S. James Andrews has joined Fuller & 
Smith & Ross, New York, as account 
executive. In 1932 he founded the Chi- 
cago office of Buchanan & Co. where 
he was vice-president and general man- 
ager until 1937 when he went to Holly- 
wood. 


Newspapers Cut 
January Loss 
to 3.6 Per Cent 


New York, Feb. 23.—Aided by a 
substantial gain in the automotive 
classification, total display advertis- 
ing in newspapers of 52 major mar- 
kets made its best relative showing 
in more than a year in January, de- 
clining only 3.6 per cent from the 
figure for January, 1938. The cur- 
rent total is 67,861,314, compared 
with 70,377,712 for the correspond- 
ing month of 1938, according to 
Media Records, Inc. 

Though still far below the linage 
which they used in newspapers in 
all but one year of the last decade, 
automotive advertisers showed far 
more activity in January, 1939, than 
a year ago, when they took only 
2,059,625 lines. The current figure 
is 2,446,293 lines, representing an 
increase of 18.8 per cent. 


Retail Change Small 


All other classifications, with the 
exception of department stores, de- 
clined in January, though in most 
instances the losses were small. De- 
partment stores used a few hundred 
more lines than in January, 1938, 
while retail advertising as a whole 
fell from 51,217,816 to 50,342,888 
lines, a loss of 1.7 per cent. 

Financial advertising almost held 
its own, the 2,300,760 lines carried 
in January, 1939, comparing with 
2,314,946 a year ago, for a decline of 
0.6 per cent. General advertising 
continued its shrinkage, the 12,771,- 
373 lines carried in January not only 
representing a loss of 13.6 per cent 
from January, 1938, but the most 
conservative use of newspapers by 
national advertisers for any Janu- 
ary in the last ten years. 


140,000 in Parade 


Reports by the Associated Gro- 
cery Manufacturers of America in- 
dicate that at least 140,000 retail 
grocers throughout the country will 
participate in the industry’s promo- 
tional program “Parade of Progress, 


Nationally Known Grocery Prod- 
ucts,” which will begin April 6. 
AGMA members are planning to} 


back the promotion in their regu- 
larly scheduled advertising. 


Thompson Adds Blackburn 


Norman Blackburn has joined the 
motion picture department of J. 
Walter Thompson Company, as| 
writer and supervising director, ond | 
divides his time between Hollywood | 
and New York. He was formerly | 
with Walt Disney Studios as ani- | 
mator, writer and director, and with 
Hal Roach and other major studios 
as writer and dialogue director. 


Cosmetics Drive Planned | 
National advertising in newspa- 
pers and magazines is being planned 
by Claire Waters, New York, cos- 
metics, for a new face mask cream | 
to be featured during April 
May Walters Advertising Asso- 
ciates, New York, is the agency 


tea 


and | 


—e 


N. Y. Ad Club 
Starts Education 


of Consumers 


New York, Feb. 21.—A campaign 
to educate the public in the eco- 
nomic functions of advertising has 
been initiated by the Advertising 
Club of New York, through its spe- 
cial activities committee, of which 
Sam G. Wingfield is general chair- 
man. As a first step, a speakers’ 
bureau is being set up, through 
which prominent members of the 
club will address meetings of con- 
sumer groups and business men. 

The bureau will operate as an 
activity of the club’s public rela- 
tions committee, of which Earle 


Pearson, general manager of the 
Advertising Federation of America, 
is chairman. Outlining the pur- 
poses of the bureau, Mr. Pearson 
said: 

“The general public is becoming 
more interested in the function of 
advertising in our American system 
of competitive enterprise. Con- 
sumer groups and business men 
alike are discussing advertising. It 
is logical, therefore, that where 
these discussions are taking place, 
spokesmen for advertising be re- 
cruited from the ranks of those who 
are directing advertising appropria- 
tions and are responsible for the 
results, together with those who 
represent the media.” 

In addition to the speakers’ bu- 
reau, the program of the public 


relations committee will include the 
distribution of motion pictures to 
groups outside the advertising field, 
and a series of radio broadcasts. 


Two Magazines to Bow 


Martha Houston Publications, 
New York, will start two new mag- 
azines in April: The Sherry-Neth- 
erland, for distribution to the guests 
of Sherry-Netherland Hotel, and 
The Ambassador, for guests of the 
Ambassador Hotel, New York. 


Thornton Joins Loder 


L. J. Thornton, formerly with H. 
Armstrong Roberts, has joined 
Loder Photographs, New York, rep- 
resentative for Doris Day, Elizabeth 
Hibbs and other advertising photog- 
raphers. 


———— 


Stark Heads WMCA Sales 


Charles Stark has been appointed 
sales director of Station WMCA, 
New York. He was formerly with 
Columbia Broadcasting System, and 
previously with Lennen & Mitchel] 
and J. Walter Thompson Company, 
New York. 


Corrigan with Kudner 


Alfred M. Corrigan, formerly with 
Electrograph Company, Detroit, and 
previously with Advertisers Inc., 
has joined Arthur Kudner, New 
York, in an executive capacity. 


Donovan to Hoyt Board 

C. B. Donovan, space buyer, has 
been elected a member of the board 
of directors of the Charles W. Hoyt 
Company, New York. 


Th ; st 
Gut aye wil 
“eam maeens oe? 


THE BOTTLED-IN-BOND BATTLE: 


CAN HIRAM WALKER WIN? « sisam walker owns the 


world’s largest distillery, several smaller ones and a whiskey reserve 

of millions of gallons. ForTuNE explores this mighty empire. How 
- it rose from dark horse to one of the leaders under the lively direc- 
tion of Harry Hatch. And outlines the line-up for the great war that 
is coming in whiskey. Around June about 35,000,000 gallons will 
become 4 years old and thus eligible for the coveted green label of 
the U. S. bonded warehouse. Then the grim struggle for first place 
will begin—Seagram vs. Schenley vs. National vs. Hiram Walker. 
The result will probably decide the leadership in the industry—per- 
haps for years to come. Hiram WALKER Dics In. Fortune for 
March. Page 68, 


WHAT AREF.D.R.'s 3rd TERM CHANCES? 


© Some people are going to get a few 
shocks when they 
SURVEY 


FORTUNE 
answered 


ing or losing in popularity? If he defies 
the third term tradition, will enough sup- 
porters desert him to swing the election 
to the G. O. P.? 
Dealer a chance? Before you indulge in 
1940 wish-thinking or bet-placing, read 
Page 66. Fortune for March. 


IS CAPITALISM COMMITTING SUICIDE? 


® The Editors of Fortune point to the 
fate that threatens the profit-system if 
it fails to break through the present stag- 
nation in development of new industry. 
Shows, also, how it is possible (notwith- 
standing the many reasons for discour- 
agement) for private enterprise to tak 
the initiative now. Business-Anp-GOvVERN- 
MENT. FortuNe for March. Page 57. 


GLOBE'S SILVERY: IRON BY 1 


®@ Globe Iron is the company that will 
mix you up a batch of iron according to 
your prescription. It’s a small, old-fash- 
ioned. family concern. But it has big 


customers 
big profits 


very. Second, it is run by the Jones family. 
What is Silvery? Who are the Joneses? 
Read Arcapia IN Iron. March. Page 53. 


How much is Roosevelt gain- 


General Motors for one. And 
it’s paid stock dividends as 
high as 900%. 


mainly two. 


this month's 


findings. Questions 


read 


Has any other New 


designed not only to win, but also to de- 


Don 
Secrets of its success are 


First, it specializes in Sil- 


How is Business making friends 
and influencing people? 


¢ “Public Relations” 
poor relations of Business in more senses 
than one. But now it’s rapidly rising to 
a major activity of management—from 
mere press-agentry to positive action, 


serve public esteem. FortTUNE looks over 
some of the more notable good-will seek- 
ers. Reviews some of the means—U. S. 
Steel’s comfortable press room, G. E.'s 
House of Magic, A. T. & T.’s smiling 
voices, N. A. M.’s L.P.S. And introduces 
some of the men- 
and Burnett, the chain stores’ Braun and 
Francisco. 
Damnepb. Fortune for March. Page 83. 


NEXT MONTH ... Television ... Procter 
& Gamble . . 
Migratory Labor . . 


“Ask that public relations man what to say 
when a customer asks, ‘Hey, Babe, how 


about Thursday night?’” 


used to be the 


General Food’s Chester 


THe Pusiic is Nor 


. Studebaker Light Car... 
. Lenox China. 


,% 


AND G. MI 


ALSO HAS A CONSCIENCE 


® Chief custodian of General Motor’s 
social-sense is Alfred Sloan. Assistant 
custodians are Boss Kettering who ex- 
plores the future at the G.M. Research 
Laboratories; Buck Weaver, who sends 
you those famous consumer-question- 
naires-without-tears; Ormond Hunt 
whose work comes out in the 


new 


models; Paul Garrett whose job is “find- 
ing out what people like, doing more of 
it; finding out what people don’t like, 
doing less of it”’—in other words, Public 
Relations. In Fortune’s final article on 
G.M. you see these men at work. Also 
such other social aspects of G.M. as its 
pricing policies, and its labor relations. 
GeNeRAL Mortors IV: 


A Unit in So- 


ciety. Fortune for March. Page 45. 
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Competitive Price 
Cutting Held O. K. 
Under Mass. Law 


Boston, Feb. 22.—The principle 
that under the Massachusetts Unfair 
Sales Act it is permissible for a re- 
tailer to sell below stipulated prices 
in order to meet competition, was 
emphasized this week by Superior 
Court Judge Franklin T. Hammond 
in refusing an injunction against 
the Young Novelty Company, to- 
bacco dealer, accused of selling 
cigarettes at prices lower than the 
law permits. 

Judge Hammond’s decision was 
the first rendered in this state under 


the statute that went into effect 
Sept. 13, 1938. The law makes it 
a criminal offense to sell cigarettes 
and other articles at prices lower 
than cost plus six per cent, but only 
when such sales carry “intent to 
injure competitors and destroy com- 
petition.” 

The court found that the Young 
company had failed to raise the 
prices of two brands of cigarettes 
when the law went into effect, as 
other retailers did. The company 
sold one brand at 13 cents a pack- 
age or two for a quarter, and an- 
other brand at 10 cents or two for 
19 cents. 

Competitive conditions, however, 
the court held, justified the sales 
price. 


Would Increase State 
Budget to $125,000 


The Sauld bill has been intro- 
duced in the Wisconsin legislature 
to increase the conservation depart- 
ment’s appropriation for advertising 
the state’s recreational advantages 
to $125,000 annually. 

Under the last budget, the de- 
partment received a specific allot- 
ment of $42,500 a year and an addi- 
tional sum of $32,500. 


Heads Rapid Electro 


Peter Shotanus, of Detroit, has 
been named president and general 
manager of Rapid Electrotype Com- 
pany, Cincinnati, succeeding G. W. 
Kaufmann, who continues as a 
director. R. T. Allen was named 
executive vice-president. 


Maxwell House Abroad 


First consumer advertising in 
Great Britain for Maxwell House 
coffee is appearing currently in the 
London Daily Telegraph and Morn- 
ing Post. Erwin, Wasey & Co. is 
the agency. 


New Post for Carr 


Richard C. Carr, formerly account 
executive with Meldrum & Few- 
smith, Toledo, has been appointed 
sales manager of Hixon-Peterson 
Lumber Company, Toledo. 


Burgess Transferred 


Duke Burgess, Jr., formerly man- 
ager of the Charleston, W. Va., 
office of Beaumont & Hohman, has 
been transferred to the agency’s 
Dallas office. 


VENEZUELA: 
beautiful, rich 
—and virginal 


@ Venezuela looks like a Utopia. 
For tax payers—no income or 
corporation-profit taxes. For in- 
vestors—some nice unexploited 


resources, such as bauxite, 
balata, mangoes. For labor—a 
shortage of it. Yet few seem to 


have been rushing the lady. Among the reasons was the jealous eye of father Gomez. 
But at last the old man is dead. So what hope now for Juan Bimba (her Forgotten Man) 
in Venezuela’s Three Year Plan? What for Mr. Hull and his trade treaty? For Uncle 
Sam’s “hemisphere defense”? And Hitler’s ASKI marks? The fifth of Fortune’s South 
American series. SoutH AMERICA vs, VENEZUELA. Fortune for March. Page 74. 


NEW PROJECT—THE FORTUNE ROUND TABLE 
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yesterday. 


of glass... 


OE x0 0 


good caviar. 


to England? 


THE ADS ARE 
INTERESTING, TOO 


A tiresome twin of an empty 


—-Anheuser-Busch, Inc. (D’A, Adv.) 
He’s planting seed for a new kind 


—Corning Glass (B.B.D. & O.) 


Red and blue make white! 
—Gilbert Paper (M. & F. Inc.) 


Does Niagara Falls make a noise? 
—Young & Rubicam (Y. & R.) 


Safer than postage stamps in a 


—Postage Meter Co. (B. & V.) 
It is not geography that makes 


—International Salt (The S. Co.) 


How much oil does it take to get 


—Metropolitan Life Ins. (Y. & R.) 


“Lads, I ha’ my trademark.” 
—J. Walter Thompson (J.W.T.) 


@ The Round Table Editor, Dr. Ray- 
mond Leslie Buell, reports on the first 
of a series of give-and-take discussions 
on the irrepressible issues of the day. 
Eleven active, well-informed men pro-d 
and con-d the Effects of Government 
Spending upon Private Enterprise—an 
economist, a department store treasurer, 


a New Deal writer, a Telephone Co. 
president, a public utility man, a labor 
union official, an aviation engineer, a 
judge, a farmer, an automobile vice 
president, a manufacturing executive. 
Their views, comments, and dissenting 
opinions are synthesized in Tue First 
Fortune Rounp Taste. March. Page 59. 


' 


Ambrosia at one bar, stale pop at 
another. 

—Goodrich (G.-E.) 

The hot stove case. 
—Interchemical (T.J.M.) 
Industry’s most celebrated 

doodlers. 

—A. W. Faber Inc. (A.A.) 
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Advertising Held 


Up As Sole Hope 
for Fish Industry 


Seafood Competition 


with Other Edibles 
Cited at Meeting 


Boston, Feb. 22.—An urgent need 
for aggressive advertising and mer- 
chandising to stimulate fish con- 
sumption throughout the country 
was emphasized this week before 
the Massachusetts Fisheries Asso- 
ciation by Edward H. Cooley, busi- 
ness manager. 

At the same time, in a separate 
meeting, the Association of New 
England Milk Dealers was informed 
that an advertising campaign was 
essential to step up sales for the 
dairy industry. 

Warning the fishery men that “if 
the industry doesn’t wake up and 
do something it will keep going 
down year after year,” Mr. Cooley 
reminded his listeners that their 
business is not removed from com- 
petition, but instead is forced to vie 
very actively with other foodstuffs 
for the housewife’s food dollars. 


Grapefruit Comes In 


In asserting that “someone is al- 
ways ready to fill the American 
stomach,” Mr. Cooley pointed out 
that not far back when the oyster 
industry in New Jersey was having 
difficulties the “grapefruit industry 
stepped in from another section of 
the country and lost no time re- 
placing oysters on the half-shell on 
the dining tables with grapefruit.” 

Mr. Cooley maintained that if 
the fish business is to keep afloat 
it must be bolstered by an advertis- 
ing campaign of at least $250,000 
for the next year. 

The dairy meeting took under 
consideration revival of the New 
England Food and Dairy Council as 
a merchandising agency. Dr. Le- 
land Spencer of Cornell University 
analyzed current milk distributing 
problems and Harry A. Gustafson, 
secretary of the dairy group, out- 
lined plans for an advertising drive. 


Printing Show Planned 


The fourth annual Modern 
Trends in Printing and New Devel- 
opments in Equipment Exhibition 
and Production Conference, spon- 
sored by the New York Employing 
Printers Association, will be held 
at the Hotel Astor in New York, 
March 20-22. 


Billings to WOWO 


Ford Billings, formerly vice-pres- 
ident of Hearst radio on the Pacific 
Coast, has been appointed sales 
manager of WOWO and WGL, Fort 
Wayne, Ind., succeeding W. Ward 
Dorrell, who has joined John Blair 
& Co., Chicago. 


To Metropolitan 


Highland Park Hotel, Aiken, S. 
C., has appointed Metropolitan Ad- 
vertising Company, New York, to 
handle its advertising. William M. 
Tyack is account executive. 


Warner with Wade 


R. G. Warner, formerly advertis- 
ing and sales promotion manager of 
Horton Mfg. Company, has joined 
Louis E. Wade, Inc., Fort Wayne, 
Ind., agency. 


“You” Adds Glenn 


William A. Glenn, formerly with 
Harper’s Bazaar and Spur, of New 
York, has joined the eastern adver- 
tising staff of You magazine, with 
headquarters in New York. 


CBS Adds WRBL 

Station WRBL, Columbus, Ga., 
will become affiliated with the Co- 
lumbia Broadcasting System as a 
member of the South Central group 
on or before March 15. 


Named Business Manager 


Edgar G. Crisell has been named 
business manager, handing circula- 
tion and advertising, of Savings 


Bank Journal, New York. 
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ADVERTISING AGE 


Voice of the Advertiser 


4 This department is a reader's forum. Letters are welcome. : 


Takes Issue with 
Consumer Talk Report 


To the Editor: ADVERTISING AGE 
surprises me! 

It was not only inaccurate, so far 
as I was concerned, in reporting in 
its Feb. 6 issue the Consumers’ Day 
program of the Chicago Women’s 
Advertising Club, but it goes to the 
extreme in attacking me, in its Feb. 
13 issue, on the basis of its own in- 
accuracy. Tut! Tut! That is not 
like the ADVERTISING AGE which has 
meant so much to me since Jan. 1, 
1930. 

Of course, I never said in my Chi- 
cago address that the fashion ele- 
ment is “relatively unimportant” to 
the woman buying a dress. I know 
too much about merchandising and 
buying practices to make any such 
statement. The casual reference I 
made to the subject of fashion, 
moreover, did not remotely approx- 
imate what you have imputed to 
me, and the emphasis you have 
placed on my incidental remark 
misrepresents both in letter and in 
spirit what I had to say. 

Also, I did not “upbraid’’ manu- 
facturers for not giving more fac- 
tual information in their advertis- 
ing. What I did was to appeal to 
them to do so, basing my appeal on 
first-hand knowledge of the dan- 
gers that confront them if manu- 
facturers do not heed the demand of 
consumers for more factual copy. 

You see, in doing this I was car- 
rying out my policy of helping to 
bring business and consumers closer 
together, to help develop better un- 
derstanding and cooperation  be- 
tween them—because I believe in 
the mutuality of interest of those 
who sell and those who buy. This 
is in line with the policy to which 
my publication is dedicated. 

I know you did not intend to be 
unfair. We all make mistakes. But 
it is pretty tough to get kicked 
around as you did me, when I am 
not really the fellow who should be 
kicked. 

CruMP SMITH, 

Publisher, American Consumer, 

New York. 

[Editor’s Note: In picking out the 
highlights of a 6,000-word address, 
some editorial judgment must be 
exercised. ADVERTISING AGE selected 
what seemed to be most note- 
worthy. The points mentioned in 
the story check with the manuscript 
furnished by Mr. Smith and at- 
tached to the letter above.] 


v v v 
Business ‘Fascism’ Hit 
for Curbing Criticism 

To the Editor: Different advertis- 
ing interests are acting to curb 
criticism of advertising. Business 
fascism at its worst! When are we 
going to wake up to the fact that 
criticism and argument are the 
chief avenues to truth? Why are 
we so anxious to sprinkle a light 
coating of dirt over our garbage in- 
stead of burning it up in a good, 
clean fire” 

It has long been considered a 
super-sacrilege to breathe a word 
of criticism against the great mass 
of dull, trite, uninspired, selfish, 
fishy, phony, unnatural and un- 
craftsmanlike advertising produced 
by most of the general advertising 
agencies. “The agencies can do no 
wrong—they know their onions 
and anyone who opposes them is a 
rank amateur!” 


It seems to be a universal agree- | 


ment that the agencies own the ad- 
vertising business 


hundreds of millions of dollars in- | 


vested in their business, paper mills 


and printers hundreds of millions 
more, but those investments are 
mere popcorn alongside the typical 


agency's stake of a couple of thou- 


sand dollars’ worth of office furni- 
ture And the advertiser, who 
pays the nation’s enormous adver- 
tising bill, doesn’t even raise his 


voice in protest 

For the good of advertising today 
and for the future welfare of the 
whole advertising business, why not 


a 
ad r 


Publishers have | 


‘allow criticism of agency creative 


service to come out into the open? 
Half the people in the business are 
complaining verbally, deriding the 
low quality of the work, ridiculing 
the many petty practices of the 
agency system, but no one seems 
to want to print anything about it. 
JAMES T. MANGAN, 
Director of Advertising, Mills 
Novelty Company, Chicago. 


, FT ¥ 


Lighter Mood Clicks 


To the Editor: This layout is one 
of a series of cartoon advertise- 


| Overheard at « Boord of Directors Meeting | 


WELL J.B. 
WHAT'S NEW? 


ments sponsored by our clients, Vic- 
tor Brewing Company. 

This campaign has been running 
three times a week in the Pittsburgh 
Press and is now in its fourteenth 
consecutive week. We have had a 
number of very excellent comments 
from folks around Pittsburgh here, 
all of whom seem to get a “‘chuckle” 
out of our presentation. 

Subjects covered in pretty much 
the same vein include a classroom, 


a swanky downtown shop, news- 
paper office, prize ring, zoo, and 
others. 


CLARK GLENN, 
W. Earl Bothwell Advertising 
Agency, Pittsburgh. 
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Old-Time Printer 
Object of Search 

To the Editor: The Milwaukee 
Advertising Club has joined in a 
search that will be of interest to 
advertising men everywhere. The 
object is to find the oldest old-time 
printer who can still do a good job 
of setting type by hand. 

The club is cooperating with the 
Sacramento-Golden Empire Cen- 
tennial in locating the printer, in 
order that the printing and news- 
paper industries may be honored at 
the celebration next year, com- 
memorating the 100th birthday of 
California’s capital city. 

A trip to Sacramento, a_ gold 
medal, the title “King of Old Time 
Printers” and $1,000 as official 
printer of the Centennial await the 
winner of the contest. The only 
qualification is that the entrant 
shall have started in the printing 
business at least 50 years ago. Con- 
| tinuous service is not required. 
The traditional old time printer 


| writers. The centennial wants 
honor them before it is too late. 
One of the duties of the winner 

| will be to supervise production of 
a daily newspaper to be printed on 
an old hand press during the cen- 
tennial. The press will be located 
in historic Sutter’s Fort, first build- 


ing of the white man in _ interior 
California and goal of the early 
pioneers who crossed the plains 


Today, the fort is one of the West’s 

most popular shrines, entertaining 

about 150,000 visitors annually 
Regional champions are to be se- 


lected in five sections of the United | 


States and taken to Sacramento for 
the finals of the old printers con- 


| 

| rapidly is fading from the scene. 
| Yet there is no group which has 
| had such a colorful life, or has 
| taken a greater part in the develop- 
| ment of the nation. Some were 
| just “tramp printers,” others were | 
| influential publishers and brilliant | 


to 


test. The winner will be selected 
on a basis of age and appearance 
plus speed and accuracy in setting 
type by hand. 
W. H. BapKE, 
Milwaukee, Wis. 
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That Makeup Man Again 

To the Editor: Here’s something 
for which I think ADVERTISING AGE 
can take a bow. 

I’ve read in your 
the Advertiser’ department about 
everything from soup to _ nuts. 
Somewhere along the line there 
have been comments on makeup— 
accidental and unique sort of 
makeup which seemed to play up 
the advertising at the expense of 
the editorial matter. 

I don’t know whether you had 
occasion to notice it or not, but I 
think something similar accident- 
ally happened in the makeup of the 
Traffic World advertisement on 
Page 24 of your Feb. 20 issue. 

Possibly you will agree that W. 
A. P. John in the adjacent editorial 
column does an elegant job of call- 


“Voice of 


18,620 (5.4). 


ing the reader’s attention to the 
Traffic World ad. 

Maybe this is something far 
fetched but that’s the way it struck 
us, nevertheless. 

Emil G. Stankey, 
Traffic World, Chicag). 


Farm Papers Report 
Feb.-Jan. Linage 


Linage reports from the follow- 


‘ing farm papers were received too 


late for inclusion in the table which 
appeared in ADVERTISING AGE Feb. 
20. Figures for 1939 and 1938 are 
shown in order with page totals in 
parentheses. Monthly — Carolina 
Cooperator: 5,012 (11.9); 6,118 
(14.6). Idaho Granger: 5,475 (5); 
5,570 (5.1). 

Semi-monthly (January) — Cali- 
fornia Grange News: 8,799 (5.5); 
Oregon Grange Bul- 
letin: 12,418 (10.9); 14,672 (13.1). 
Weekly (January) — Washington 
Grange News: 12,530 (11.5); 13,230 
(12.2). The latter appeared five 


| times in January, 1938. 


Fairbanks Changes 


Charles M. Fairbanks, formerly 


|on the advertising staff of the New | 
joined the | 


York Daily News, has 
advertising department of For Peo- 
ple Everywhere, new monthly mag- 
azine published by General Pub- 
lishing Company, New York. 
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Elmer Wheeler Is 
Author of New Book 

Elmer Wheeler, president of the 
Tested Selling Institute and a wel] 
known speaker to advertising clubs 
in all sections of the country, is the 
author of “Tested Public Speaking,” 
published recently by Prentice-Hall, 
Inc., New York, at $2. 

Mr. Wheeler’s previous works in- 


clude “Tested Sentences That 
Sell.” 


Laffey Advanced 


Alfred W. B. Laffey has been ap- 
pointed sales manager of The Na- 
tional Provisioner, Chicago. For 
the past three years he was Eastern 
manager. Harvey W. Wernecke, 
formerly Central district manager, 
has been transferred to New York 


Schram Joins Agency 

Herman Schram, formerly presi- 
dent of India Wharf Holding Cor- 
poration and a member of the Com- 
modity Exchange, both of New 
| York, has joined Grant & Wads- 
| worth and Casmir, New York. 


° 
Wildey Adds Daugherty 
Joseph M. Daugherty has resigned 
as sales manager of Gardner Dis- 
| plays, Long Island City, to join A. 
S. Wildey Corporation, New York, 
| manufacturer of displays and ex- 
| hibits. 
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Coming 
Conventions 


March 7-10. Annual Packaging 
Exposition, American Management 
Association, Hotel Astor, New York. 

April 23-27. Annual convention, 
National Newspaper Promotion As- 


sociation, Waldorf-Astoria, New 
York. 

April 25-28. Annual convention, 
American Newspaper Publishers 


Association, Waldorf-Astoria, New 
York. 

April 28-30. Annual convention, 
Associated Business Papers, Inc., 
The Homestead, Hot Springs, Va. 

May 5-6. Annual meeting, Ad- 
yertising Affiliation, Cleveland. 

May 10-11. Spring conference, 
Association of National Advertisers, 
Westchester Country Club, Rye, 
i 

May 11-12. Annual convention, 
American Association of Advertis- 
ing Agencies, Waldorf-Astoria, New 
York. 

May 16. Spring meeting, Insur- 
ance Advertising Conference, New 
York. 

May 19-20. Spring_ session, 
American Marketing Association, 
Medinah Club, Chicago. 

June 1-3. Annual convention, 
National Advertising Agency Net- 
work, Park Plaza Hotel, St. Louis. 

June 5-6. National Business-Con- 


sumer Relations Conference, Buf- 
falo, N. Y. 
June 12-16. Annual convention, 


Outdoor Advertising Association of 
America, Hotel Pennsylvania, New 
York. 

June 12-17. Annual convention, 
Lithographers National Association, 


Westchester Country Club, Rye, 
ie 2 
June 15-17. Annual convention, 


Southern Newspaper Publishers As- 
sociation, Chamberlin Hotel, Old 
Point Comfort, Va. 

June 16-18. Advertising Distrib- 
of America, Belmont Plaza 
Hotel, New York. 

June 18-22. Annual convention, 
Advertising Federation of America, 


June 25-29. Annual convention, 
International Association of Display 
; Men, Hotel Astor, New York. 

June 25-30. Annual convention, 
Pacific Advertising Clubs Associa- 
tion, Oakland, Calif. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 12-13. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
sociation, Hotel New Yorker, New 
York. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Association, 
Roosevelt Hotel, New York. 

Oct. 1-4. Annual meeting, Mail 
Advertising Service Association, 
Hotel Astor, New York. 


Scheibner Gets Account; 
Adds Klein, Skoss 


Hugo Scheibner, Inc., Los Ange- 
es, has been appointed to direct a 
fadio and newspaper campaign for 
tlifters candy, manufactured by 
-~American Perfections. 
Edwin C. Klein and Meyer Skoss 
ave joined the agency, which has 
noved to larger quarters at 111 W. 
th street. 


Gardner to “Sportsman” 


Raymond E. Gardner, formerly 


nt promotion department of M. 


lus'y with The Providence Jour- 
illetin, has been appointed 
tion manager of National 
‘sman and Hunting & Fishing, 


Annenberg Publications and pre- | 


Big Retail Volume 


in Fraternal Order 


New York, Feb. 21.—The 1,345 
Elks lodges inthe country are in the 
retail business to the tune of an es- 
timated annual volume of over 
$21,000,000, it was disclosed here 
today following completion of a 
survey in which returns were re- 
ceived by Elks Magazine from 69 
per cent of the member clubs. 

Liquor sales amount to over half 
ot the estimated annual volume of 
business done by the lodges, the 
survey showed. Two out of every 
three clubs sell liquor, with annual 
volume exceeding $11,000,000. Food 
is sold in only 37 per cent of the 


| lodges, but annual dollar volume is 
estimated at $4,785,104. 


Bottled beer, sold in 79.5 per cent 
Recorded by Clubs | of the clubs, ranks next with nearly 


$2,000,000, barely outranking 
| draught beer, which is sold in only 
116.4 per cent of the lodges. Cig- 
arettes are sold in 83.3 per cent of 
the clubs, accounting for over a 
jmillion dollars. Cigars, sold by 
81.5 per cent, bring in over a half 
million dollars. 


Brand Preferences Listed 


Among Scotch whiskies, Black & 
White, Teachers, and White Horse 
were ranked in that order as best 
sellers. Canadian Club led the 
bonded whiskies, with Old Grand 
Dad and Old Taylor close behind. 
Calvert topped the “other whisky” 
classification, followed by Four 
Roses and Seagram’s Five Crown. 


Fleischmann, Gordon, 
topped the gins. 

Bacardi and Hennessy were best | 
selling rum and brandy, respec- 
tively. Other liquor leaders were | 
Virginia Dare wine, Great Western 
champagne, Martini & Rossi ver- | 
mouth, Old Bushmill Irish whisky, 
Hildick applejack, and D. O. M. 
Benedictine liqueur. 

Budweiser, Schlitz, and Pabst far 
outranked other beers. Chesterfield, 
Camel, and Lucky Strike shared | 
leadership among cigarettes, with 
Philip Morris well ahead of Old 
Gold for fourth. White Owl, Van 
Dyck, Bayuk Phillies, and La 
Palina led among cigars. 


Hammel Agency Moves 

Hammel & Hammel, Los Angeles 
agency, has moved to larger quar- 
ters at 355 S. Broadway. 


WITH AMERICA’S ELOQUENT OKAY... 


ate sues nid 


| ling Advertising Agency, 


KEN'GOES WEEKLY...APRIL 6 


and "Gilbey | Sandton Swiss Fair 


Advertising for the Swiss Fair at 
Berne, Switzerland, to be held 
March 18-28, will be directed for 
the third consecutive year by Ster- 
New York. 
Metropolitan newspapers and busi- 
ness papers will be used. 


Gets Silk Mills 

W. C. Jeffries Company, Los An- 
geles, has been appointed to handle 
the advertising of Hollywood Silk 
Mills, maker of Mabs Lastex under- 
garments and swimming - suits. 
Magazines, business papers and di- 
rect mail will be used. 


To Gerth-Knollin 


Soule Steel Company, San Fran- 
cisco, has appointed Gerth-Knollin 
Advertising Agency as advertising 
counsel. 
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Princeton Project 
to Delve Into 
Radio Psychology — 


New York, Feb. 22.—Results of | 
21 separate psychological studies of 
radio problems, representing part of 
the program of the Princeton Radio 
Research Project, will be published 
soon in a special issue of the Jour- 
nal of Applied Psychology, it was 
revealed here today. These studies 
will afford the first public glimpse 
into the outcome of the ambitious 
undertaking. 


Started in 1937 


The radio research project, aided 
by a Rockefeller Foundation grant, 
was started in September, 1937, by 
the Princeton University School of 
Public and International Affairs. 
The program is under the general 
direction of Dr. Paul Lazarsfeld, in 
association with Dr. Hadley Can- 
tril, of Princeton, and Dr. Frank 
Stanton, Columbia Broadcasting 
System 


Advertising Angles Studied 


In the studies to be published by 
the Journal of Applied Psychology, 
varied approaches to the scientific 
consideration of modern broadcast- 
ing will be discussed by authorities 
in each field. For example, among 
others, there will be chapters on 


ee | 


ANTS GIVE THRIFT DEMONSTRATION 


/ 


“Determining the Appeal of Special 
Features of a Radio Program,” by | 
Frank R. Coutant, director of re- | 
search, Pedlar & Ryan, New York. 
“A Comparison of Three Indices of 
Attitude toward Radio Advertis- 
ing,” by Jeanette Sayre, Rockefeller 
research fellow; “A Method to 
Separate the Effect of Appeal and 
Brand Name in Radio Commer- 
cials,” by Charles Allan, Dartmouth 
university professor, and ‘Favorite 
Radio Programs,” by Hazel Gaudet. 


ell w HOTELS 


with 


THE HOTEL MONTHLY 


Jumbo ABC and ABP 
Published by JOHN WILLY, Inc. CHICAGO 


Ants in the Bank 


Give a ‘Personal’ 
Push to Thrift 


Oakland, Calif., Feb. 
the ant has always been known as 
|a very thrifty little insect, it has 
remained for the Central Bank here 
to bring the ant—and some of his 
co-workers—into its parlor for a 
convincing “in person” demonstra- 
tion of thrift. 

The display making this possible 
is part of a series designed to sup- 
plement regular advertising and to 
more specifically dramatize 
bank’s many departments. 


This one 


Toronto will form the 


forward 


spearhead of Canada’s 


thrust this year 


From all parts of the Dominion come 


optimistic 


coast stirrings, 


forecasts for 1939. 
translated 


Coast-to- 
into trends, 


give ample evidence of forward move- 


ment. 


Toronto—strategically located from a 


distribution standpoint, and having one-third 


of the buying po 


major stimulus 
the past. 


tising columns 
Undoubtedly 


wer of the entire nation within 


a radius of one hundred miles—with one-sixth 
of its population — will be quicker in its 


response to improved conditions than any 
other Canadian market. 


Daily newspapers again will provide the 


to consumer sales, as they 


have always done under similar conditions in 


For sixty-two years Toronto people 
have done their buying through the adver- 


of The Evening Telegram. 


\ TORONTO IS A “TELEGRAM” CITY 


THE EVENING TELEGRAM 


TORONTO 


Soya = 


J NEW YORK: Don A. 


Largest Classified Linage in Canada 


CANADA 


Carroll CHICAGO: John E. Lutz 


ais 


22.—While | 


the | 


~ + 
INQUIRE AT WINDOW 18 


of course relates to the savings de- 
partment. 

| The mounting of a circular glass 
pane permits a close-up view of the 
|insects pursuing their busy paths 
|in a man made ant land. A card 
below quotes from Proverbs: “Go 
'to the ant .. . Consider her ways,” 
| to key the display to the thrift and 


savings department. The display 
was prepared by the Emil Rein- 


hardt Advertising Agency. 


Innovations Mark 
Art Directors’ 


Annual Manual 


New York, Feb. 21.—Redesigned 
for greater usefulness in all fields 
of graphic arts, the 17th Art Direc- 
tors Annual of Advertising Art has 
just been pubished by Longmans 
Green & Co., New York. The book 
contains a number of innovations, 
including the addition of textual 
material. 

Divided into six sections to cor- 
respond to the five major advertis- 
'ing media and a sixth section de- 
| voted to typography and layout, the 
|book shows the 340 illustrations 
‘from the Art Directors Show held 
‘in New York, Philadelphia, and 
| Chicago last spring. 

Another change in the new edi- 
| tion is the inclusion of finished ad- 
|'vertisements to show how the art- 
work was adapted to commercial 
usage. The book contains articles 
on advertising art by Gertrude B. 
Lane, editor, Woman’s Home Com- 
panion; James H. McGraw, Jr., 
president, McGraw-Hill Publishing 
Company; Stuart Peabody, director 
of advertising, Borden Company; 
Rene Clarke, Calkins & Holden; 
William A. Kittredge, R. R. Don- 
nelley & Sons Company; and C. T. 
Coiner, art director, N. W. Ayer & 
Son. The 
B. Geoghegan, 
Directors Club. 

The book, designed by 
Beall, is priced at $5. 


president of the Art 


Fashion Forum Planned 
The fourth Esquire-Apparel Arts 


Fashion Forum and Retail Seminar | 
will be held at the Waldorf-Astoria | 


Hotel April 20, for retailers, manu- 
facturers and advertising agency 
representatives. The all-day pro- 
gram will feature fashions for the 
coming summer, fall and winter and 
promotional and display ideas in 
connection with these new fashions. 


Lottridge to WHO 
James Bury] Lottridge, 


formerly 
with the Oklahoma 


network 


States Broadcasting Company, 
joined the sales staff 
WHO, Des Moines, Ia. 


has 


Promotion 
Review 


A clever eye-catcher which isn’t 
too expensive has just been mailed 
out by KWTO, Springfield, Mo. It’s 
a two-tone sheet of folding enamel, 
12 by 18 inches, folded down to 
half size, and then once more, to 
make a self-mailer. It tells the 
story of coupon returns on a Qua- 
ker Oats deal over the station, and 
a real pair of scissors is an integral 
part of the mailing—securely at- 
tached to the paper with cellulose 
tape. A really effective piece done 
at comparatively small cost. 


Ed ® * 
Carmel Snow, editor of Harper’s 
Bazaar, broadcasting the latest 


fashion highlights from Paris over 
the Columbia Broadcasting System 
Feb. 6, was the inspiration for a 
most unusual promotion idea by 
Frederic Drake, general manager of 
that magazine. The broadcast was 
put on the air between 5 and 5:15 
EST, and to forestall the excuses 
of those who were still in their of- 
fices, or on the way home, at that 
hour, Mr. Drake sent out 200 port- 
able radio sets, battery operated, 
which could bring Mrs. Snow’s 
voice right to the sanctum sanc- 
torum of the most august executive, 
or even deliver her message in the 


|crowded cars of the “five-fifteen.” 


Mr. Drake sent his unique and 
welcome gift to advertisers and 
agency men in Chicago, New York, 
and Philadelphia, and out on the 
Pacific Coast. They were hand de- 
livered by Western Union and RCA 
boys, timed so that they reached 
their recipients just a few hours 
before broadcast time. With each 
went a personal letter from Mr. 
Drake which said, referring to Mrs. 
Snow’s broadcast: 

“I know you won’t want to miss 
it and we want to be sure that you 
don’t. To be certain, we are send- 
ing along this Victor portable radio 
with our compliments. It has been 
guaranteed by the RCA people to 
bring in Mrs. Snow’s voice with the 
minimum amount of static, inter- 
ference and all those minor trou- 
bles that seem to be hooked up 
with the excitement of an interna- 
tional broadcast. And afterwards 
we hope this little set will be use- 
ful and a reminder that as long as 
there is Harper’s Bazaar there will 
be fresh news from fashion cen- 
ters.” 

* * 

Three new pieces of slightly- 
gadgety sales promotion literature 
have just been issued on the radio 
front. One is a self-mailing folder 
for WRC, Washington, which in- 


cludes one of those metal spinners 
you whirl around with your finger 
tips, to prove that “you win at 
every turn with WRC.” 
Another is a _ brochure calle 
“Soundings” for WMAQ, Chicago, 
the front cover of which is a sea. 
level view of a big ship, with the 
soundings line running right 
through the ship to the interior, 
where it “brings up bottom” in a 
mailing piece that was sent out re. 
cently to test listener response. 
The third is a neat little device 
for WENR-WLS, built around the 
new vertical antenna for these sta- 
tions. Closed, the mailing piece 
looks innocent enough, but when 
the recipient pulls a tab at the top, 
an almost life-size reproduction of 
the antenna pops out, its base cen- 
tering in a map showing the in- 
crease in Chicago area coverage 
now available to advertisers. 


ok * * 
Liberty has developed a really 
noteworthy series of brochures 


around the “city influence” story it 
has been telling in the advertising 
press. You remember those picture 
spreads that said “Evanston” or 
“Mansfield” or “Hartford” and gave 
the story of Liberty influence in 
terse statements from local citizens 
of all walks of life. Well, the story 
of each city is retold in a brochure 
devoted to that city. They’re of 
varying sizes and shapes, but each 
gives quick picture-and-caption an- 
alysis of its city, and the comments 
of representative citizens on _ the 
Liberty question. 
ao * * 

“After all, it’s the net that 
counts,” says WIBW of Topeka, and 
suits the action to the word by at- 
taching half a square foot of net to 
its folder. To add to the effect, it 
used a mailing envelope with a 
cellophane covered slot toward the 
left-hand side, so that a portion of 
the netting on the mailing piece 
showed through. The folder has 
another noteworthy feature—a re- 
ply card which has a_ perforated 


tear along the perforation, you're 
all ready to mail a neat card with- 
out any glue or sediment on it. 


i 


Reader survey shows Seed World 
offers advertisers an annual 


HUNDRED MILLION DOLLAR MARKEI 


through its coverage of wholesalers and re 
tailers who sell seed and other horticultural 
and agricultural items to 41,000,000 farme 
and suburbanite customers. 
We will gladly give you an analysis of this 
field as it applies to your business. 


SEED WORLD 


Published every other Friday 


223 W. Jackson Blvd. Chicago, Ill. 


What to do, and 
how to do it— 


Hiere is a book that covers the 
methods of better public 
ness men and public 


need 
relations. 


practices that will win their stockholders, em- 

nloyees, customers, and the public to their support. 

The views and experiences of pioneers in facing 

|the problem have been combed for the facts here : 7 
presented in concise, usable form. Meet the most Whittlesey House 
pressing need of business today with the aid of Publication 


introduction is by Walter | 


Lester | 


and | 
previously sales manager of Central 


of Station | 


large and small] will get a complete 


this practical manual. 


LOOK UP_IN THIS BOOK: | 


..changing conditions and 


industry's new obligation — 


.. how to revise your poli- 
cies and practices to win 
public good-will 


..how to get your 
ployees to cooperate 


em- 


.. how to establish and use 


to win good-will 
for your business 


From it busi- 
relations men in concerns both 
picture of the 


Shows how to 
public 
motion 
radio 
magazines, 


amphliets, industrial 
displays, plant visits, 
employment 
cants 
public 


man on the job. 


mutual interests with cus- SEND THIS COUPON TODAY 
tomers McGraw-Hill Book Co., 330 W. 42nd St., N. ¥.¢, 
.. how to attract and hold Send me Wright's Public Relations for Business for 10 a 
. . ti hol examination on approval. In 10 days I will send $3.00, 
investors few cents postage, or return book postpaid. (We pay 
h wt | al with mp on orders accompanied by remittance.) 
..ho o dei co e- 
tition Name 
..what to do about legisla- Address 
tion, regulation, and taxa- City and State 
tion 
ah PUM.  baticesvssveeeecs cccccccsee® 
..joint efforts and how to — 
e th Company . Age-- 
. e 
u ™ Rooks sent on posaener in Ww. g and Canada only.) 
-~—@ 


Just Out! 
Milton Wright's 


PUBLIC 


RELATIONS 
FOR 


for, and the 


346 pages, $3.00 


tell 
through 

pictures, 
newspapers, 
advertis- 


house organs, 


appli- 
contributions, 
speeches, the 


3 


strip on the bottom. Only this strip} 
is glued to the folder, so when you) 


SEED INDUSTRY PROSPER) 
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pay . Dec. 25, 1937. This is a gain of . AIDS TRAVELERS Universal Features 
Earnings of 0.3 per cent. American Exp Fess Two New Models 

National Distillers Features Tours HERE'S HOW TO GO TO THE Universal Camera Corporation, 


Advertisers 


Quaker Oats 

Report shows net income of $6,- 
937,406 for 1938, an increase of 48 
per cent over the $4,209,521 profit 
in 1937. John Stuart, president, 
told stockholders that earnings for 
1938 were the highest since 1931, 
when net income amounted to $6,- 
$56,692. 


Bayuk Cigars 

Report shows net profit of $1,- 
300,995 for the year ended Dec. 31, 
1938, compared with $985,612 in 
1937, a gain of 32 per cent. Gross 
sales in 1938 amounted to $16,- 
791,246, against $16,372,273 in 1937. 


Parke, Davis 

For the year ended Dec. 31, 1938, 
net income was $8,639,995, com- 
pared with $9,068,304 in the preced- 
ing year, a drop of 4.7 per cent. 


Underwood Elliott Fisher 

Net profit for the year ended Dec. 
31, 1938, amounted to $1,767,596, 
compared with $4,913,363 in 1937. 
This is a decrease of 36 per cent. 
Gross sales aggregated $23,326,950 
in 1938, compared with $30,767,443 
in the previous year. 


Bon Ami Company 

Net income totaled $1,389,113 in 
1938, compared with $1,391,282 in 
1937. 


Bigelow-Sanford Carpet 

Net loss for 1938 amounted to $1,- 
491,032, against net profit of $562,- 
612 in 1937. 


Yellow Truck & Coach 


Preliminary report shows net 
profit of $514,983 for the year ended 


| Dec. 31, 1938, compared with net 


profit of $3,571,669 in 1937, a de- 
crease of 85 per cent. Net sales 
totaled $44,180,853, compared with 


’ $73,451,555 in 1937. 
Rollins Hosiery Mills 


Net income for 1938 was $145,616, 


"D) compared with $116,910 in 1937, an 


> increase of 24.5 per cent. Net sales 
\ amounted to $3,397,091 
» against $3,469,574 in the preceding 
® year. 


§ Sharp & Dohme 


in 1938, 


Net profit was $668,167 for the 
year ended Dec. 31, 1938, compared 
with $999,168 in 1937. 


| General Baking 


For 53 weeks ended Dec. 31, 1938, 
net profit was $2,713,425, compared 
with $1,504,813 for 52 weeks ended 


y.) Ww » 
hey don t 
, oO 

v many 
pur) r ut 


Isa darned r 


r 
Creek or Sulpes—ond t 


ays an income ” 
are enough Inco! 
the things sold by r wen 
WAVE's listening ® 

‘ith twice as 
payers as found in al 


A: ies . L4. 
Kentucky count 5 om etelins 67, 
sphere, com ined! 

vire mes; « 
more wired bom fellers, be 


senger cars! a ad 
and use W AVE - 
You'll make more save 
an N. B.C. Outlet ; 
National Representa” 
FREE & PETERS, INC. 


me to t 3 
adio, either: 
is garnis 


. 


WAVE 


| i LOUISVILLE, Ic. 


000 WATTS: 


For 1938, net income totaled $7,- 
850,506, compared with $7,861,968 
in 1937. Net sales in 1938 totaled 
$63,900,865, an increase of $1,962,- 
016 or 3.16 per cent over sales of 
61,938,849 in 1937. 


Munsingwear, Inc. 


Net loss was $32,992 for 1938, 
compared with net profit of $193,101 
in 1937. Net sales in 1938 totaled 
$4,852,521, against $5,576,169 in the 
previous year. 


Sterling Products 


For the year ended Dec. 31, 1938, 
net income amounted to $8,741,362, 
compared with $9,016,243 for 1937, 
a decline of 3 per cent. Net sales 
in 1938 aggregated $35,625,374, 
against $33,852,852 in 1937, an in- 
crease of 5.23 per cent. 


International Harvester 


Net income for the year ended 
Oct. 31, 1938, totaled $18,471,723, 
compared with $32,492,763 for the 
corresponding period in 1937. Net 
sales in 1938 were $282,361,250, 
against $351,927,738 in 1937. 


Electric Auto-Lite 


Consolidated net profit for 1938 
amounted to $1,836,150, against 
$4,206,614 in 1937. 


Gerber's Baby 
Hails Advent of 
New Cereal Food 


New York, Feb. 21—A new type 
of baby food, dry _  pre-cooked 
cereal, is being introduced by Ger- 
ber Products Company in nine mar- 
kets, supported by local newspaper 
advertising and merchandising 
through doctors. 

The new cereal, which is ready 
for serving when milk is added, is 
being sold in both grocery and drug 
stores. Advertising suggests that 
mothers consult a physician for a 
recommendation. Copy also bears 
the acceptance seal of the American 
Medical Association, and of Good 
Housekeeping. 

Initial insertions carry such head- 
lines as “Mother, here’s my new 
cereal food,” and “try my new 
cereal food,” with the words coming 
in balloon style from the Gerber 
baby which features all advertising 
by the company. The new package 
is also dominated by a picture of 
“America’s best known baby.” 

National advertising for other 
Gerber baby foods is currently at 
its highest peak. A campaign is 
now under way in 12 national mag- 
azines. The account is handled by 
Federal Advertising Agency. 


Petry Promotes 
W. H. Cartwright 


William H. Cartwright has been 
transferred from Chicago to De- 
troit as manager of the office of 
Edward Petry & Co. in the motor 
city. He succeeds Joe Spadea, re- 
signed. 

Mr. Cartwright’s place on the 
Chicago sales staff has been filled 
by Gene Wyatt, formerly of KITE, 
Kansas City. 


Gardner to Open 
Chicago Office 

Gardner Advertising Company, 
St. Louis, will open a Chicago office 
in charge of C. L. Menser, who has 
resigned as program manager of the 
central division, National Broad- 
casting Company, effective March 1. 

Mr. Menser will also produce 
“The Inside Story,” new program 
of the Ralston Purina Company, St. 
Louis, which bows over an NBC 
Blue network March 14. 


Carmichael Promoted 


V. E. Carmichael has been ap- 
pointed sales manager of Station 
KWK, St. Louis, succeeding C. G. 
Cosby, resigned. Mr. Carmichael 
joined the sales staff of KWK in 
1931. 


Blanchard Added 


Fred C. B. Blanchard, formerly 
on the advertising staff of Better 
Homes and Gardens, New York, has 
joined the New York sales staff of 
House Beautiful. 


ere: 


= 


to Both Fairs 


New York, Feb. 22.—‘‘Package” 
tours to the New York World’s Fair 
and the San Francisco Exposition, 
arranged in conjunction with the 
railroads, are being featured in a 
new campaign by the American Ex- 
press Company. In deference to the 
policy of the New York Fair man- 
agement, separate copy will be used 
for each exposition. Eight maga- 
zines are being used, under the 
direction of J. M. Mathes. 

The list includes American, Col- 
lier’s, Grade Teacher, Instructor, 
Life, National Geographic, The Sat- 
urday Evening Post, and Time. 
Copy features individual all-ex- 
pense tours from two to seven days, 
varying in price from $9.25 to 
$52.75. American Express Travel 
Service has 10,000 beds in leading 
New York hotels, and 3,000 in San 
Francisco, under contract for the 
duration of the fairs. 


Howell with “Redbook” 


DeWitt Howell has been added 
to the New York staff of Redbook. 
He was formerly with Scripps- 
Howard and Country Life Maga- 
zine. 


Rus A LAUREL for the manner in 
which he will safeguard and interpret 
that elaborate shoe merchandising 
campaign you are about to launch. 
Your charts and research may show 
national distribution, but the four 
foot circle about his fitting stool is 
your immediate POINT-OF-SALE 
and the spot where all shoe selling 


reaches its climax. 


This is the Seat of Final Judg- 
ment and the destinies of all who 
have had any part in producing your 
shoes depend on his thinking during 
this test of sale. Unless he is alert 
and sharp, unless he is convinced 
that your shoe is the best shoe for 


his customer, all that advertising of 


NEW YORK WORLD'S FAIR 
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AMERICAN EXPRESS TRAVEL SERVICE 
AND RAILROADS OF AMERICA 


American Express Company is featuring 
“package” tours to the New York and 
San Francisco fairs in magazine copy. 
J. M. Mathes, Inc., New York, is in 
charge of the campaign. 


The Buenos Aires office of Mc- 
Cann-Erickson has been appointed 
by L. M. Ericsson, Buenos Aires 
distributor of the Schick Dry 
Shaver, to handle advertising for 
the product in Argentina. 


ds 


which you are so justly proud is but 


a tower of cards. 


Thanks to his careful reading of 
Boot and Shoe Recorder, his mental 
processes are more scientific, his 
technique at the fitting stool surer 
at that zero hour when your shoes 
are under consideration. But, to 
complete the sale he must know all 
about your shoes, their superiority 


in style, in fit, and in materials, in a 


BOOT AND 


YOUR DIRECT LINE 


New York, will feature in its spring 
advertising the Univex Mercury, 
which retails at $25 and is claimed 
to be the first all-American made 
super-speed camera operating at 
1/100 of a second. 

Universal will also feature the 
new Univex movie camera with a 
faster f4.5 lens and a new built-in 
optical viewfinder, selling for $15. 
Newspapers and magazines will be 
used, with Austin & Spector Com- 
pany in charge. 


Birmingham Changes 

Paul W. Birmingham, formerly in 
charge of industrial circulation and 
circulation research for McGraw- 
Hill Publishing Company, has been 
named circulation manager of Su- 
pervision Publishing Company, New 
York publisher of Supervision, offi- 
cial publication of the National As- 
sociation of Foreman. 


Gets Publication Rights 


Syndicate Store Merchandiser, 
New York, has acquired publication 
rights to The Fountain Operator’s 
Manual, an annual covering all 
phases of fountain operation. This 
new publication will be distributed 
in the fall. Charles R. Larson, 
formerly with Soda Fountain Maga- 


‘services YOUR acbeleing 


zine, New York, will be in charge. 


word why your shoes are better shoes 
for the job in hand. You must es- 
tablish with him this firm base for 
your plans. You must sell this man 
at the fitting stool first. 
* * * 

There is only one direct way, BOOT 
AND SHOE RECORDER, to which 
he turns, fifty-two times a year, in his 


search for ways and means to Get 


More Shoes Sold Right. 


SHOE 


RECORDER 


TO THE POINT-OF-SALE 
A CHILTON PUBLICATION 
WesT 9th STREET 
NE WwW Yor «k eo 2. 
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Yankee Agencies 
Found Good by 
Visiting Fireman 


London, Feb. 20.—Asserting that 
the ten best American agencies far 
excel the cream of the English crop, 
David Ogilvy, director of market- 
ing, Mather and Crowther, Ltd., has 
given his impressions of advertising 
in the United States in an article 
in World’s Press News. Mr. Ogilvy 
also presented the startling bit of 
information that only nine cut-rate 


accounts are left in the United 
States. Unhappily, he failed to 
identify them. 

“The common run of American 


agencies are just as mediocre as the 
English average,’ wrote Mr. Ogilvy, 
“but their ten best are undeniably 
better than our leaders. Any list 
of the ten best American agencies 
must include Batten, Barton, Dur- 
stine & Osborn, Ruthrauff & Ryan, 
Blackett-Sample-Hummert, Young 
& Rubicam, Lord & Thomas, J. Wal- 
ter Thompson Company, Benton & 
Bowles and McCann-Erickson, Inc. 
Among the smaller agencies one 
cannot help noticing Charles W. 
Hoyt Company, the Biow Company 
and Kenyon & Eckhardt. 
Yanks Are Acidulous 

“In New York it is believed that 
only a few London agencies begin 
to know what advertising is all 
about It is held that the others 
exploit the sucker manufacturer 
who takes advertising like some 
secret tonic which others have en- 
dorsed.”’ 

The returned traveler said that 
the depression taught American 
agencies that the consumer, not the 
client, pays the bills. 

“Those agencies which still dish 
out prestige copy (so-called manu- 
facturer’s bellyache),” commented 
Mr. Ogilvy, “are fast losing their 
accounts.” 

He recommended that English 
agencies follow the example of their 
American prototypes in hiring the 
best talent available, including that 
from universities. The Yankee in- 
flux from this source, he contended, 


‘Agency for Gar Wood 


| 


has undoubtedly raised the Ameri- | 
can standard of performance. 

“You may reply that American 
agencies can afford to be good be-| 
cause they harvest 15 per cent,” he | 
concluded. “I reply that they can | 
harvest 15 per cent because they 
are good.” 


Display Total for 
England Declines 
0.5% in 1938 


London, Feb. 14.—Although 1938 
was a troubled year for Great Brit- 


ain, total expenditure for display 
advertising was but 0.5 per cent 
below the total for 1937, the Sta- 


tistical Review reported this week. | 

Financial advertising, however, 
declined 26 per cent, making a com- 
bined loss of 1.7 per cent for both | 
classifications. Total expenditure | 
on display and financial advertising | 
for 1938 was £ 28,692,502, a drop of 
¢€ 503,752 from the 1937 figure. The 
decline in financial advertising ac- 
counted for £365,857 of that figure. 

Percentage declines for the year 
were reported as follows for the 
various media groups: London 


morning papers, 3.27; London after- 
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noon papers, 10.55; national Sunday 
newspapers, 5.66; provincial morn- 
ing and afternoon papers, 2.11, and | 
technical journals, 1.18. | 

Increases were shown by these 
groups: Provincial and suburban 
weekly newspapers, 13.93 per cent; 
magazines, 5.52, and trade jour- 
nals, 3.17. 


Higham Names Straus 


Percy W. Straus, largest share- 
holder in C. F. Higham, Ltd., Lon- 
don agency, has been named chair- 
man of the board. John A. Por-| 
teous, general manager for the past 
20 years, has been named manag- | 
ing director. 


Gar Wood Industries, Detroit, 
has appointed Creative Agency As- 
sociates, newly-formed agency at 
209 E. Baltimore, Detroit, to handle 
its account. Gilbert U. Radoye is 
managing director of the agency. 


AS ONE 
COPYWRITER 
TO ANOTHER 


At whatever desk you sit, chasing 
ideas—your purpose and mine are pretty 
much the same. Since it is our particular 


mission to fill little squares of precious 
white space with words that sell . . . 
doesn't it stand to reason that we write 
more cogently when we see those words in 
the nearest form to print? 


Sure, I'm talking about typewriters. 
What's more, I'm talking about Royal 
Portable typewriters 


But I'm still telling it straight, from one 
copywriter to another. Take that last 
rush job you had, for instance—with the 
typographer’s boy waiting. You wrote 
it—you thought it fitted . . . and the proofs 
came in next morning with an ugly widow. 


That need never happen, if you use a 
Royal Portable. You can type your copy 
line for line—square it up—énow that it 
fits. This elite type of my Royal runs |2 
characters to an inch—I'm practically 
setting an ad in |2-point type when | 
write. The produc tion men like to see me 
come around... 


And the Copy Chief likes to get first- 
draft copy that's legible—copy that is 
hot off the griddle but clear as print. | 


It even helps the fellow who is doing the | 
writing. I think it was the old Count de 

| las Rochefoucauld who said: “That which 
cannot be said clearly, is not worth say- 

| ing.’ By the same token, the thought 
| that comes out badly garbled on my type- 
writer, just wasn't straight in my own 
| mind when I started. We doa lot of copy- 
| testing these days. . . but for me the first 
| test of copy is my Royal Portable. 


Now | suppose 1 ought to get to the bus- 
iness of “why a Royal Portable?’ Well, 
listen, I've been practically married to 
this one here for some ten years—and it's 
still pounding them out. But I can't 
make a sales talk to brother ad-men. If | 
you've been around at all you know the 

| Royal Portab!e—know how this machine 

| can take it--through the nights of work 
at home, in Pullman cars, in hotel rooms 
where last minute campaigns are done | 


| Why, I've seen an ad-man, at confer- 
ences where new copy slants were sug- 
gested, unlimber his trusty Royal and 
forthwith turn out a new piece—before 
the amazed eyes of the client. Did the 
said copy-man no end of good in a busi- 


tically make a layout on a Royal Portable 
caption, display lines, copy blocks, 
special boxes and all. I can tell you a 
story—But here, despite my Royal, I've 
run out of space. Clip the coupon and 
I'll tell you the rest—plus some very 
handy, practical tricks in ad-writing with 


| 
| a Royal Portable. And as one copy- 
| 


pledge that you will not be hunted, 
harassed or high-pressured if you send 
| itin 


| Royal Typewriter Co., Inc 


| Dept. AA-239 


Please tell me tersely and discreetly about the 
| Royal Portable —the easy-pay plan, the free home 
| trial. che instant typing chart 
" Please check--I| would like to know about 

those ad-writing tricks you speak of. 


| 2 Park Avenue, New York 
| 


Name 


Street 


| City 
l County 


1] State 


ness way, too. I know men who can prac- | 
| 
| 
| 


writer to another, you have my solemn | 


Carl C. Freyer, asst. a. m., Bigelow-Sanford Carpet Company, 
is the new president of the Floor Covering Advertising Club; Arto 
Funduklian, a.m., A. & M. Karagheusian, is vice-president, and Isabel 
Kaywood, a.m., Firth Carpet Company, secretary-treasurer. The club’s 
annual banquet is set for March 28. 

George P. Butterly, Jr., account executive, Frank Kiernan & Co., 
served on Mayor LaGuardia’s committee to welcome Dr. Edward 
Benes, former Czech president. Paul Smith, art director, Kenyon 
& Eckhardt, and Ernie Anderson, asst. prom. mgr., True Story, are 
dance promoters in their spare time. Paul is an amateur guitarist 
and Ernie a music fan, and together they have arranged a series of 
low-priced, Friday afternoon “jam sessions” featuring prominent 
swingsters. 

Russell Colgate, board chair- 
man, Colgate - Palmolive - Peet 
Company, has been named “the 
most outstanding citizen” of the 
Oranges and Montclair, in New 
Jersey. He was cited for his 
philanthropic, religious, and civic 
activities. . . 

LeRoy Staunton, a.m. of 
Celotex Corporation, Chicago, is 
recuperating from an operation. 
... F. F. MeNaughton, pub- 
lisher of the Times, Pekin, IIl., 
is far ahead of the average ama- 
teur movie maker, having made 
color sequences in all parts of 
the globe. He thrilled’ the 
recent Inland convention in Chi- 
cago with realistic scenes in Eu- 
rope... 

Don Clement, Coty a.m., will 
lecture at Rutgers U. April 25. . 
Other teachers for a day include 
Harry G. Kebel, asst. a.m., Stand- 
ard Brands, Leo McGivena, pres., 
Briggs & Varley, and Lawrence 
G. Malone, account executive, G. 
M. Basford Company, all before . a 
closing clinic sessions of the New York Ad Club course... 

P. M. Willson, a.m., Boys’ Life, is on the mend after a six-week 
ilJness. . John T. Calkins, g. m., Star-Gazette, and Station 
WESG, Elmira, N. Y., is back at work after a seven-month sick- 
ness... A. L. Shuman, adv. dir., Star-Telegram, Ft. Worth, Tex., has 
been chosen his city’s most distinguished citizen for 1938. . . 

David Sarnoff, pres.. RCA Mfg. Company, became the first re- 
cipient of the Marconi gold medal of achievement, awarded by the 
Veteran Wireless Operators Assn. The presentation was made in 
absentia, for Sarnoff was sunning in Miami. .. Herbert K. Akerberg, 
v. p., CBS, is another Florida vacationer. . . 

Elkin Kaufman, prom. mgr., was returned the winner when a 
team from Esquire crossed words with five girls from Harper’s Bazaar 
on Paul Wing’s “Spelling Bee” program over NBC. John Miller, mgr. 
of the N. Y. edition, was runner-up on the victorious Esquire team. 
Margaret Hockaday was third, leading the girls. . . 


HOBBYIST AT WORK 


Harry A. Bates, vice-president, Reincke- 

Ellis-Younggreen & Finn, Chicago, puts 

the finishing touches to a bookcase made 

from a friend's walnut tree. The scene 
is in Harry's home workshop. 


AGENCY MEN GET INSIDE DOPE ON WORLD'S FAIR 


Winthrop Hoyt (center) and C. B. Donovan (right), of Charles W. Hoyt, Inc., 
lend an ear as Maurice Mermey, World's Fair exhibits director, tells them about 
"The World of Tomorrow” on a tour of the grounds in Flushing, N. Y. 


Reuben Peterson, Jr., pub. dir., Erwin, Wasey & Co., heads the 
U. of Michigan Club of N. Y. . . Shades of Shakespeare! King Lear is 
an announcer at WAAF, Chicago. . . Harry Singer, prom. mgr., Sim- 
plicity’s Prevue Magazine, discussed media before a group at City 
College. . . George J. Auer, v. p., Peck Advertising Agency, did his 
lecturing before the Women’s Press Club. 

Two Detroit agency men, A. F. Bement and R. C. Sackett, were 
mentioned among the good roads pioneers who converted the rock- 
stream trails of the West into today’s modern highways, as related by 
Lawton Wright in the February 18 issue of The Saturday Evening 
POs. ..» 

George K. Horn, pres., Maryland Color Printing Company, Balti- 
more, was honored at a luncheon meeting by the Label Manufacturers 
National Assn. Formerly president of the group, and now chairman 
of the board, he was given an engraved seal... 

Bill Forbes, CBS sales executive in Hollywood, was one of the 
lucky winners in the Roi-Tan contest. His slogan, plus the required 
five cigar bands, won for him a brand new 1939 Chevrolet. . . Evan 
L. Ellis, Marshall Field’s basement a. m., has returned to Chicago 
all tanned up from a three weeks’ winter vacation in Palm Springs 
and Los Angeles. . . 

At the Inland Daily Press meeting Charles A. Beal, business 
manager, LaPorte Herald-Argus, revealed that the “B” in the name 
of Dr. Herbert B Wells, president of Indiana U., is not an initial and 
consequently carries no period with it. According to Mr. Beal, Tom 
H. Keene, of the Elkhart Truth, presented this fact to his readers, 
explaining that if they saw Dr. Wells’ name in the paper without a 
period after the “B,” it was not an error, but a miracle. 

“Pen Pictures of Western Pennsylvania,’ which was designed and 
illustrated by Harve B. Cushman, art director of Ketchum, MacLeod 
& Grove, Pittsburgh, was selected as one of the fifty books of the 
year by the American Institute of Graphic Arts. 


Getting Personal _ 


Survey Shows 


Value to Salesmen 
of Good Leads 


New York, Feb. 22.—Good leads 
constitute one of the most produc- 
‘tive aids that management can give 
to salesmen, according to a survey 
‘of 500 sales managers completed 
‘here this week by General Research, 
\Inc., a market research organiza- 
| tion. 
| This indirect testimonial to the 
value of supporting men in the 
field with lead-producing campaigns 
was the answer most often received 
'to the question: “Under what con- 
‘ditions would salesmen sell more?” 
Some 332 of the sales manager: 
isaid, “If supplied with leads.” 
| A total of 317 said, “If they haves 
more information about the pros- 
pect,” while 312 replied, “If they 
could get in to see the right man 
|first.” Sales presentations and “a 
plan for finding prospects” were 
also mentioned. 


Nature of Leads Analyzed 


While the majority of answers 
emphasized the value of good leads, 
there was considerable variance in 
opinion on the factors constituting 
such a lead. Of the 500 sales man- 
jagers, 302 said that this indicated 
|a “prospect in the market now,” 
while 232 said it meant “informa- 
tion about general buying habits.” 
|The name of a buyer meant a good 
\lead for 200, while “interest in 
| listening to the sales story” was the 
qualification listed by 167. 
| Answers to other questions in the 
\survey revealed that, while sales 
|managers were chiefly interested in 
giving leads to their own salesmen, 
there is a growing tendency to sup- 
ply such leads to jobbers and dis- 
tributors. Also brought out was the 
belief that a greater supply of leads 
would make feasible a straight com- 
mission basis for salesmen. 

Opinion as to why salesmen fail 
centered chiefly on three points: 
“Don’t make enough cold-turkey 
calls,” “Won’t take the trouble to 
learn about the product” and 
“Don’t know the elements of sales- 
manship.” 

A comprehensive analysis of this 
survey, showing a breakdown of 
the type of organizations repre- 
sented in the replies, has been pre- 
pared by General Research under 
the title, ““Does Paving the Way for 
Salesmen Pay its Way?” Copies 
may be had from the organization’s 
headquarters at 52 Duane street. 


To Chet Crank 


The San Bernardino National 
| Orange show, scheduled for March 
| 16-26, has appointed Chet Crank, 
| Los Angeles, to handle its news- 
| paper, magazine, radio and outdoor 
advertising. 


| Tucker Promoted 


| G. B. Tucker has been appointed 

advertising manager of Seaside Oil 
| Company, Los Angeles. He was 
formerly assistant to the general 
sales manager. 
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Copy Guide Lists 7 
Taboos on Food, 
Drug Advertising 


Media Experts Help 
Compile Manual Based 
on Recent Laws 


New York, Feb. 22.—To pilot the 
national advertiser through the 
maze of government regulation, 
eliminate undesirable copy claims, 
and furnish a gauge by which 
media can determine the acceptabil- 
ity of copy, the National Better 
Business Bureau has published .ne 
first edition of “Guide to National 
Advertising.” Bound in loose-leaf 
form, the guide is planned as a con- 


tinuing service to which additional | 


information may be added from 
time to time. 

In the preparation of the manual, 
the bureau was assisted by an ad- 
visory committee consisting of the 
following media _ representatives: 
Russell Brittingham, Crowell Pub- 
lishing Company, W. C. W. Durand, 
Macfadden Publications, Allen 
Dodd, Good Housekeeping, Dorothy 
Kemble, National Broadcasting 
Company, and Isabella Van Meter, 
Time, Inc. With the approval of this 
committee, it was decided to con- 
centrate initially on the preparation 
of copy for advertising food, drugs 
and cosmetics. The bureau pointed 
out that passage of the Wheeler- 
Lea act and the federal food, drug 
and cosmetic law has placed a par- 
ticular premium on accuracy in the 
promotion of these products. 


Analyze Popular Claims 

The first edition of the guide in- 
cludes a discussion of both new 
laws and separate sections dealing 
specifically with various kinds of 
products in the three general classi- 
fications. These sections contain 
basic facts regarding the commodi- 
ties involved, and discuss the vari- 
ous advertising claims commonly 
made for them, indicating those 
which may properly be used, and 
those which should be avoided. 

The introduction to the guide 
ays: “Most national advertisers 

nd the agencies who prepare their 

copy strive to tell the truth in ad- 
vertising. Most media endeavor to 
nsure that only such advertising 
as is truthful shall gain admittance 
to their columns. Sometimes it is 
difficult to tell the truth because 
immediate and reliable information 
is lacking and because there is con- 
fusion as to the best practices due 
to varying interpretations of what 
to do under certain conditions or 
circumstances. It is to supply these 
deficiencies to the fullest extent 
possible that the Guide to National 
Advertising is published. 

“It is in no sense a set of censor- 
ship regulations, but is designed to 
help those who want to be helped.” 

In the text, advertisers are cau- 
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magazines. 


tioned against the over-enthusiastic 
claims often made for drug and cos- 
metic products, and the dangers of 
“health” claims in food advertising 
are emphasized. 


Warning on Health Theme 


“Health depends upon many fac- 
tors other than food,’ the book 
points out, “important as is an ade- 
quate diet for the maintenance of 
health. There is no one food or 
food product which will insure good 
health, nor is there any one food 
essential for health. There is no ob- 


jection to describing a food as 
wholesome, when it is, in fact, 
sound, clean, fit for consumption 


and free of any objectionable quali- 
ties. An advertiser may properly 
state the nutritional or physiologic 
values of a food product. The term 
‘health food’ or similar terms, how- 
ever, should be avoided in adver- 
tising.” 

Among the many recommenda- 
tions offered are the following: 

“No preparation should be adver- 
tised as a cure for coughs or colds.” 

“There is no known drug or com- 
bination of drugs that can be truth- 
fully represented as a cure or com- 
petent treatment for asthma.” 

“The advertising of remedies, to 
the public, for the self-treatment of 
influenza, or grippe, is contrary to 
the public interest.” 

“The advertising of remedies for 
the treatment of tuberculosis or for 
symptoms thereof, is not in the 
public interest.” 

“Laxatives should not be adver- 
tised as non-habit-forming.” 

“There is no known drug or com- 
bination of drugs which is a cure 
or competent treatment for pyor- 
rhea.” 

“Creams are worthless for the de- 
velopment of the bust or other 
parts of the human body.” 
“Powders and rouge, with pos- 
sible rare exceptions, may be used 
with complete safety. Advertising 
which disparages powder or rouge, 
in general, as coarse or otherwise 
harmful, or causing enlarged pores, 
is unwarranted on the basis of pres- 
ent-day conditions.” 

“Guide to National Advertising” 
is priced at $10 a copy, with a spe- 
cial rate of $5 to members. 


Semi-Weekly Goes Daily 


The Daily Star, Clarksville, Tenn., 
made its first appearance as a daily 
newspaper on Feb. 16, after having 
been issued as a semi-weekly since 
1935. The paper was established as 


a weekly in 1890. 


NEW THEME FOR BARRE MEMORIAL DRIVE 


whe never married 


GRANTEE 


This copy departs from conventional memorial advertising and features a strong 
sentimental respect for those whose memories are revered. Barre granite quarry 
and manufacturing interests are sponsoring a $100,000 campaign in national 
H. B. Humphrey Company, Boston, is the agency. 


aa 


- 
= 


a “Me ag ers 


Alber Studio Adds Two 


Alber Studio, Philadelphia, has 
added Chester A. Brown of New 
York and N. Edward Kob of Phila- 
delphia to its sales division. Mr. 
Brown will represent the studio in 
New York and Mr. Kob will remain 
in Philadelphia as sales manager for 
the district. 


Result Story Keys 
Direct Mail Offer 
to Risk Agents 


Van Wert, O., Feb. 21.—The di- 
rect mail portfolio issued agents 
this week by the Central Manufac- 
turers’ Mutual Insurance Company 
makes a strong bid for the “facts 
and figures” appetite of these 
agents in relating just how much 
cash business accrued to those who 
used similar campaigns in previous 
years. 

Central’s campaigns were among 
the “Fifty Leaders” selected by the 
Direct Mail Advertising Association 
in both 1937 and 1938. The port- 
folio reports that the 1937 cam- 
paign, used by 475 agents on 67,438 
prospects, produced 9,037 inquiries 
and $100,482 in new business. The 
1938 campaign in the spring (tabu- 
lations are not yet complete on the 
fall campaign) was used by 358 
agents on a total mailing list of 
31,444. It produced 4,708 inquiries, 
1,839 policies and total first pre- 
miums of $67,583. 

The new campaign is expected 
to be still more effective, according 
to Paul W. Purmort, assistant sec- 
retary, because of improvements 
made during “pre-testing.” These 
tests, Mr. Purmort said, have re- 
sulted in a greater percentage of re- 
turns than did either of the two 
previous campaigns. 


Catchlines As Bait 


The campaign consists of four 
mailings, using such leads as “Don’t 
read this unless you want to save 
money,” “May we send you a little 
gift?” “Be sure to look,” and “Per- 
haps you haven’t a pencil?” 

The last question refers to the 
fact that the prospect hasn’t as yet 
replied and offers a possible reason. 
This mailing piece then offers him 
a pencil free if he’ll simply return 
a postage paid card. 

With the portfolio, Central has 
enclosed an order blank and a space 
for the agent to list his prospects. 


‘ aes 
Si tnt FT in va 
SERENA NOAA 


All mailing pieces are sent from 
the home office. The agent pays 
five cents per name for the cam- 
paign. 

Succeeding portfolios will deal 
with other helps offered by the 
company such as newspaper mats, 
displays and hand-out pieces. 


Segall Names Three 


Edward G. Lansdale and Freder- 
ick E. Torelli have been named 
members of Theodore H. Segall Ad- 
vertising Agency, San Francisco. 
Mr. Lansdale, who has been account 
executive, has also been named 
vice-president. Mr. Torelli is art 
director. Kenton S. Bates has been 
added to the staff as production 
manager. 


Zerbo on Own 


V. J. Zerbo, Jr., has resigned as 
vice-president and art director of 
Polygraphic Company of America, 
to form his own company at 32 
Union Square, New York. The 
company, Zerbo, Inc., will design 
and manufacture sales promotion 
material, specializing in window 
displays and counter cards. 


Gordon in Television 


Max Gordon, producer of Broad- 
way shows, has been retained to 
advise and assist the National 
Broadcasting Company, New York, 
in the production of television pro- 
grams, and will work closely with 
John Royal, NBC vice-president. 


Austin Changes Post 


John Churchill Austin, formerly 
with the publicity department of 
Union Carbide and Carbon Corpo- 
ration, New York, has joined the 
market survey and sales promotion 
staff of Case-Shepperd-Mann Pub- 
lishing Corporation, New York. 


MAILING SERVICE 


Multigraphed letters filled-in equal to 
individually typewritten ones. 


ADDRESSING-MIMEOGRAPHING 


THE LETTER SHOP, Inc. 
440 So. Dearborn St. Wabash 8655 
CHICAGO 


ON THE CLEVE 


In Sharp Focus 


LAND MARKET 


@ It's easy to get a good sales picture in Cleveland if 
you use WHK-WCLE. Those stations are a powerful lens, 
aimed directly at the rich Cleveland Market... carrying 


a sharp impression of your 


product into more than a 


half-million homes... developing sales in volume for you. 
National Representatives: RADI ADVERTISING CORPORATION 


New York * Chicago * Cleveland « Detroit * San Francisco * Los Angeles 


WH 


A 
UNITTED BROAD 


CASTING COMPANY 


Alse Opereting WHKC —Columbus, Ohie 


PREFERENCE 
WHK and WCLE each 
carry more local time busi- 
ness*than any other Cleve- 
land broadcasting station. 


* Last Survey—-Week of 
November 20 to 26—Fig- 
ures available on request. 
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ADVERTISING AGE 


February 27, 1939 


Readership Appeal 
of Pictures Viewed 
As Copy Guide 


Inland Daily Press Hears 
of Exhaustive Study of 
Reactions 


Chicago, Feb. 21.—Though pre- 
vious surveys have indicated the 
popularity of pictures as compared 
with other newspaper features, gen- 
eralizations of this kind are fraught 
with danger, both to the publisher 
and the advertiser, Jack M. Willem, 
research director, Stack-Goble Ad- 
vertising Agency, told the 55th an- 
nual convention of the Inland Daily 
Press Association at the Hotel Sher- 
man today, in divulging results of 
one of the most exhaustive surveys 
ever made on this subject. Mr. Wil- 
lem’s study embraced the reading 
habits of 7,600 men and women and 
the newspaper handling of 15,000 
news pictures. 


Keene Named President 


Tom H. Keene, The Truth, Elk- 
hart, Ind., was elevated to the pres- 
idency of the Inland Daily Press 
Association at the election which 
concluded today’s meeting. He suc- 
ceeds E. R. Chapman, general man- 
ager of the Flint Journal, who be- 
comes a director. C. F. Karstaedt, 
Beloit News, was elected vice-presi- 
dent, and the following directors: F. 
W. Schaub, business manager, Her- 
ald and Review, Decatur, IIl.; C. R. 
Rabedeaux, business manager, Jour- 
nal, Muscatine, Ia.; L. S. Whitcomb, 
business manager, Tribune, Albert 


—— ————— 


(1939 


In Metropolitan an New York 
96% coverage of package stores 
16% coverage of bars & grills 


luding h 


BEVERAGE RETAILER WEEKLY 


1819 Broadway, New York, N. Y. @ Circle 6-8181-2-3-4 


terest at the convention: 


wage and hour law. 


MIDWEST NEWSPAPER MEN MEET AT INLAND PRESS CONVENTION 


At the Inland Daily Press Association meeting, the cameraman caught E. R. Chapman (upper left), general manager, Flint 
Journal, and retiring president, talking it over with Jack Lutz, Chicago newspaper representative. 
Hildur Eckman, business manager of the Press, Ashland, Wis., 
lisher of Nixon Newspapers, Wabash and Peru, Ind. Upper right: W. W. Loomis, Citizen, LaGrange, Ill., 
S. M. Williams, National Association of Food Chains, Washington. 
Journal publisher and convention speaker, tells W. A. Butler, business manager of the Sentinel, Holland, Mich., about the 
Lower right: Linwood |. Noyes, publisher of the Globe, Ironwood, Mich., past president and nominating 
committee hessettnnatedl chats with J. H. beste Phoenix and Times-Democrat, Muskogee, Okla. 


Lea, Minn., and John W. Potter, 
publisher, Argus, Rock Island, III. 

Mr. Chapman was elected chair- 
man of the board; E. S. Myers, 
Journal, Middletown, O., _ vice- 
chairman, and Frank W. Rucker, 
Examiner, Independence, Mo., sec- 
retary. 

Discusses Picture Interest 

Mr. Willem, formerly a member 
of the Gallup staff, used the Gallup 
aided recall method in investigating 
public reaction to pictures of all 
kinds. He said that readers don’t 
see all of the pictures in any news- 
paper, or even all of those on one 
page, but choose those which appeal 
to them because of their experience 
or background. 

Though only 75 per cent of all of 


SHOWmansitp 


eep Your Product In View with 
TRANSPARENT PACKAGES and Counter Displays 


SHOW the public what you have to 
Put the product on permanent display in a modern, attractive, trans- 


parent acetate container by Weinman Brothers. 


that brings quick results. Odorless, cleanable, non-inflammable .. . 
these economical containers are furnished as boxes, cans or canisters; 
A set of canisters in nested sizes makes an 
Investigate at once. 


also as counter displays. 
ideal premium for housewives. 
formation and 
prices. Mail the 
coupon for Free 
Illustrated Cata- 
log today! 


WEIN 


15103 M 
CHICA 


ws 7 
COUPON 
TO 


[] Without obliga 
list. 


(If preferred, send your product to be packaged the 
transparent ,way) 


IN SELLING r. 


sell... they buy what they see! 


It's a sure sales builder 


Get detailed in- 


Transparent Box Headquarters 


MAN BROS. 


ERCHANDISE MART 
GO, ItLinois 


tion send illustrated catalog and price 
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Full Address 
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Per Cent of ilies 
Interest in Pictures 


2 

2 

¢ 8 

s € ¢€ 

o 9S § 

Type s S 


Persons in news.. 37 45 41 


Places and objects 51 52 51.5 
Personalities .... 24 36 30 
Features or miscel- 

laneous ....... 39 44 41 
Scientific or me- 

chanical ...... 47 40 43 
a eee 19 50 34 
er 38 14 25 
ARIABIS .niisccc. 51 48 49 
eo, 45 60 53 
NE 6064465445004 21 41 31 
Qo) eee 15 44 32 
Scenery or travel 50 59 55 
pe | re 35 50 42 
National ........ 36 44 40 
NE atels ba sig aca 31 37 34 
Women only .... 29 48 38 
ae 34 31 33 
Men and women. 36 51 43 
 Sadaw wh v-os 39 41 40 
One-column ..... 24 32 28 
Two-column .... 35 52 43 
Three-column ... 44 40 42 
Four column and 
dante Se eee e 48 34 41 


the illustrations on a picture page, 
for instance, will be seen, such a 
page attracts 84 per cent of the men 
and 90 per cent of the women read- 
ers. Only 40 per cent of run of pa- 
per pictures are seen. Mr. Willem’s 
survey coincided with others in 
ranking Page 1 as the most impor- 
tant to a newspaper. He found that 
a picture on Page 1 will be seen by 
61 per cent of the male readers and 
56 per cent of the female. 

Pictures illustrating a news or fea- 
ture story help that story to gain at- 
tention, and any illustrated story 
has one chance in five of being read. 
Three out of four readers will pe- 
ruse the caption accompanying a 
picture if they notice the illustra- 
tion at all. Daily papers average 
slightly more than one picture to a 
page. 

The type of picture which com- 
mands maximum attention was in- 
dicated by Mr. Willem’s analysis of 
a spot news story involving an au- 
tomobile crash. When the picture 
of the victims appeared on Page 1, 
53 per cent of the readers saw it 
and read the story. When the 
wrecked car was made part of the 
pictorial layout, 12 per cent more 
readers noticed it and about the 
same increase was reported when 
the scene of the accident was 
shown. 

In addition to the ranking of pic- 
tures as shown in the accompany- 
ing box, Mr. Willem showed charts 
indicating the present distribution 
of news pictures by newspapers. 
Persons in the news should account 


At the lower left, Paul A. Martin, Lansing State 


Center: feminine in- 
and Mrs. Don M. Nixon, pub- 
talking with 


for only 8 per cent of all pictures in 
a newspaper, but actually constitute 
26.5 per cent of those now used. The 
same lack of scientific balancing of 
pictures is apparent throughout, he 
declared. Places and objects, rank- 
ing high in _ popular interest, 
should claim 27.6 per cent of all pic- 
ture space, but actually get only 4.4 
per cent. 


Clarity Is Essential 


Half-column cuts accompanying 
stories get only about half as much 
attention as one-column cuts, Mr. 
Willem reported, indicating that use 
of this type of illustration is some- 
what overdone. He emphasized the 
fact that the average reader cares 


little about the technique back of 


the picture. A badly blurred cut is 
criticised, regardless of the difficul- 
ties under which the shot was made. 

Some striking differences in reac- 
tion of men and women to the same 
types of pictures were revealed by 
his study. “Leg” shots, supposed by 
many editors to possess great appeal 
for men, were found to be scanned 
by almost twice as many women as 
males. Mr. Willem’s theory is that 
men argue that most legs look 
pretty much alike, while the eternal 
feminine instinct for beauty causes 
women to examine the limbs of po- 
tential competitors to see if they are 
any more shapely than their own. 

Animal pictures have universal 
appeal, with a composite score of 
49 per cent. They are, however, ex- 
ceeded in the composite ranking by 
pictures of children and of scenery 
or travel. Popularity of the latter is 
attributed to the wanderlust which 
has been in such evidence during 
the last few years. Group pictures 
containing representatives of both 
sexes are far more interesting than 
those confined to one. 

Continuing his discussion of the 
effect of size on reader interest, Mr. 
Willem pointed out some puzzling 
facts. Feminine interest in pictures 
reaches its zenith in two columns 
and is inclined to lag thereafter. On 
the other hand, four-column and 
larger pictures get maximum atten- 
tion from men, while they win lit- 
tle more favor from women than a 
one-column cut. 


Klauer Names Gray 


Klauer Mfg. Company, Dubuque, 
Ia., manufacturer of snow plows 
and other equipment, has appointed 
Russell T. Gray, Inc., Chicago, as 
agency. Industrial publications are 
being used. 


Buys “News-Tribune” 

E. F. Elfstrom has acquired the 
News-Tribune, Fullerton, Calif., 
from W. Kee Maxwell. Mr. Elf- 
strom formerly published the Al- 
hambra Post-Advocate. 


Becomes FAAG Member 


Robert Porter King Agency, Par- | 


kersburg, W. Va., has been admitted 
to membership in the First Adver- 
tising Agency Group. 


Your 
To Your Customers in 


DEPARTMENT STORE 
ECONOMIST 


SHIP 
destination. 


A 


If you're 


Economist. 


chooses the most direct course to its 
Your advertising course should 


also be planned to eliminate excess mileage. Department Store 
Economist follows a straight route to your customers. More 
key men — your buyers — read Department Store Economist 


than any other trade publication. 
for authentic news, ideas and information about merchandise. 
selling store installations, merchandise for stores 
sales, or store fixtures, your proposition comes before your 
customers regularly, twice each month, in Department Store 


MENT STORE 


Cnc 


COURSE 


Advertising Is Steered 


They read it twice monthly 


Chestnut Street at 56th 
PHILADELPHIA 


1836 Euclid Ave. 
CLEVELAND 


A CHILTON P 


239 West 39th Street, New York City 


BLICATION 


| 2k Ah Fore emma: | 


29 East Madison Street 
CHICAGO 


201 Oceano Drive 
LOS ANGELES 
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Seek Closer Tie-up 
Between Agencies 
and Newspapers 


(Continued from Page 1) 


cost $10,000 should be the chief 
tool. The film would have the as- 
signment of teaching small town 
dealers the importance of the news- 
paper in a promotion program and 
of imparting fundamentals of ad- 
vertising. 

Mr. Just also suggested that a 
committee of newspaper publishers 
take advantage of the convention of 
the American Newspaper Publish- 
ers Association in New York in 
April to meet with agency men. 

He said that his committee, ap- 
pointed a year ago, has visited a 
number of agency space buyers, 
who summarized _ dissatisfaction 
with present conditions in the 
newspaper field by insisting that a 
national campaign in dailies in- 
volves far more work than in any 
other media. They want newspa- 
pers made easier to use, he added, 
and the details of their complaints 
are well known, but absence of 
minimum merchandising coopera- 
tion seems to be conspicuous at the 
moment. 

Mr. Just said that agencies them- 
selves have not been guiltless and 
he listed some of their faults, such 
as unreasonable “make good” de- 
mands and other arbitrary requests. 
He said that standardization of 
newspapers is difficult because each 
paper prides itself on being a re- 
flection of the community it serves. 
He concluded by suggesting a sur- 
vey to determine the extent of the 
detrimental practices which make 
the road hard for agencies, and 
said such a survey might result in 
a new platform for the industry. 


Basic Market Changes 


Mr. Glidden said that generaliza- 
tions about markets are costing ad- 
vertisers large sums of money and 
causing them to place their copy 
in the wrong papers. The develop- 
ment of hard roads and more re- 
cently such phenomena as_ night 
baseball and softball have turned 
the old pattern of market areas up- 
side down, he insisted. 

Six cities of 100,000 population 
are no longer market places, while 
many smaller cities have _ pre- 
empted higher positions. One town 
of 8,000, for instance, has 81,000 
people in its trading area, he re- 
ported. 

Mr. Glidden said that every ma- 
jor city has a different pattern for 
each line of trade, the department 
store trading area, for example, be- 
ing altogether unlike the furniture 
or hardware trading area. The de- 
partment store area of Atlanta in- 
cludes two isolated, but prosperous 
ommunities not 


commonly asso- 
ated with the city. One is Fort 
Benning, an important army post, 


nd the other is a copper mining 


ea to the north of the city. 


The BALTIMORE 


Station that is nationally 


recognized as FIRST 
in SHOWMANSHIP 


MITLONAL REPRESENTATIVES 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 


INLAND PRESIDENT 


Tom H. Keene, of The Truth, Elkhart, 

| Ind., was elected president of the Inland 

Daily Press Association at the annual 
convention last week. 


“No merchant knows his trading 
area today,” said Mr. Glidden, “and 
the longer he has been in business 
the less he knows it. He regards 
many of his charge accounts as in- 
active, while the truth is that they 
are dead.” 

He told of a survey of Fall 
River, Mass., made by a meat 
packer who was alarmed by the 
paucity of sales of ham and bacon 
there. The statistics revealed that 
81.3 per cent of the inhabitants are 
Catholic and that this packer’s ad- 
vertising was reaching them on the 
one day of the week when they 
would not use his products because 
of religious scruples. 


Utility Begins 
Merchandising of 
Coal Stokers 


Kansas City, Feb. 23.—Marking 
the initial presentation of auto- 
matic coal stokers as electrical ap- 
pliances, the first of 52 full page ad- 
vertisements will appear in Kansas 
City newspapers Sunday over the 
signature of the Kansas City Power 
& Light Company. 

Just as unique is the financing of 
the campaign by coal producers of 
Kansas, Missouri and Oklahoma, 
who for the first time have appro- 
priated $15,000 for the promotion 
of coal burning equipment, rather 
than coal itself. 

Stokers to be advertised by the 
local utility under this plan include 
the Link-Belt, Combustioneer, Sto- 
kol, Delco, Butler, Winkler and 
possibly one or two more. All stok- 
ers sold in this market will be fi- 
nanced through the instalment 
plan of the Kansas City Power & 
Light Company. 


Exposition Tieup 


The initial advertisement coin- 
cides with the opening of the an- 
nual Better Homes Show, in which 
all of the leading stokers are rep- 
resented. The slogan will be, “Only 
15 cents a day over the heating sea- 
son.” The plan was devised by the 


Bituminous Coal Utilization @om- 
mittee for Kansas, Missouri and 
Oklahoma. Murrell Crump, adver- 
tising manager of the Sinclair Coal 
Company, Kansas City, is chairman 
of the advertising committee. 
Other members are Carl Lawson, 
vice-president, Potts-Turnbull Com- 
pany, and J. G. Galvin, president, 
Galvin Advertising Company. 


Walker Promotes Jones 


J. M. Jones, sales promotion 
manager for the past seven years, | 
has been appointed acting local 


sales manager of the Neon and elec- 
tric sign division of Walker & Co., 
Detroit. John E. Clark succeeds | 
Mr. Jones as sales promotion man- 
ager. Fred W. Lines, formerly with 
Macdonald Advertising Company, 
has been added to the outdoor ad- 
vertising division. 


Slade Expands Drive 


With an increased appropriation 
of 95 per cent, D. & L. Slade Com- 
pany, Boston, has launched an ex- | 
tensive advertising campaign on 
Slade’s spices through H. B. Le-| 
Quatte Inc., New York. Thirty 
newspapers are being used in a 
schedule of 3 insertions each week | 
in each newspaper for 39 weeks 


| 


Newspapers Laud 
Amicable Relations 
with Chain Stores 


Chicago, Feb. 22.—The highly 
amicable relations existing between 
chain stores and newspapers were 
emphasized last night when the di- 
rectors of the Inland Daily Press 
Association adopted a resolution ex- 
pressing their appreciation for the 
cooperation extended by chains. 
The resolution, the only’ one 
adopted by the association, followed 
a report yesterday by JS Gray, 
publisher of the News, Monroe, 
Mich., as chairman of the chain 
store committee, and an unsched- 
uled appearance by S. M. Williams, 
press relations counsel, National As- 
sociation of Food Chains, Washing- 
ton, D. C. 

Mr. Gray reported that the few 
disputes which had sprung up be- 
tween newspapers and district of- 
fices of chains had been readily ad- 
justed when headquarters were 
contacted. Mr. Williams paid trib- 
ute to the pulling power of news- 
papers, saying that “every dollar 
chains have spent in newspaper ad- 
vertising has been well invested 
and the chains are indebted to the 
country’s newspapers.” 

Mr. Williams said that 129 chain 


For Salesmen Who Are “ 


SOME OF RUSS HILL'S 
GOLDEN MESSAGES 


TODAY'S JOB 
TOO BUSY 
CLIMB 
YOURSELF 
INDEPENDENCE 
HOW BIG? 
IGNORANCE 
RESULTS 
PEOPLE WHO WAIT 
THE POWER INSIDE 
RED PANTS 
HOW GOOD ARE YOU? 
PATHS TO THE HEIGHTS 
A WRESTLER 
UT FRONT 
UCCESS TESTS 
KEEP DIGGING 
LITTLE SQUALLS 
THE NEXT DAY 
NEW FIELDS 
LURE OF CONTEST 
MEASURE UP 
LEADER OR BOSS? 
and here are some of the 
famous people these golden 
messages are built around 


General Pershing 
Jim Londos 


The Vanderbilts 
George M. Cohan 


Hazel Hurst Garibaldi 
Napoleon Orville Wright 
Conan Doyle Henry Ford 


Melvin Traylor 
Benjamin Franklin 
Calvin Coolidge 


Bobbie Jones 
Sir Francis Drake 
Michelangelo 


100 Pages—Large Easy to 
Read Type. 6x9 Inches. 
Bound in Gold Cloth. 


systems operating 33,000 stores 
spent $6,879,833 in Inland territory 
in 1937. If all chains spent in the 
same proportion, the total advertis- 
ing investment in newspapers of 13 
states in 1937 was $23,998,958. Ac- 
tual expenditures of 129 chains 
were as follows: 


Expenditures in Dailies 


Colorado, $301,327: 
701,055; Indiana, $650,352; Iowa, 
$526,686; Kansas, $319,098; Michi- 
gan, $948,617; Minnesota, $457,334; 
Missouri, $968,359; Nebraska, $218,- 
566; North Dakota, $82,176; South 
Dakota, $101,707; Wisconsin, $547,- 
397; Wyoming, $57,159. 


Illinois, $1,- 


Mr. Gray filed a letter from W. F. 
|Doyle, manager of the Michigan 
|Chain Bureau, Detroit, outlining 


the methods of that experimental 
organization. Mr. Doyle said that 
while chains strive to place their 
advertising in newspapers which 
will provide the greatest audiences, 
they also recognize that the news- 
paper is an important adjunct of 
each community. 


Chains Not Unique 


“We do not seek free publicity,” 
he wrote. “We prefer to cultivate 
friendship between our companies 
and publishers. 

“Our objective as far as the pub- 
jlic is concerned is to demonstrate 


that there is nothing unique or dif- 
ferent about a chain store. 

“We are attempting to show in- 
dividual producers why they should 
band together to improve grades 
and quality of their merchandise. 
No distributer can do a good job 
for the producer unless he will help 
himself along these lines. We urge 
advertising by producer groups and 
we advise them to police their own 
industries.” 


Future of Small 
Communities 
Subject of Study 


Chicago, Feb. 21.—The University 
of Indiana is making a study of 
methods of saving towns of 2,500 
population as business and social 
centers, Herman B Wells, president 
of that institution, told the Inland 
Daily Press Association today. 

Dr. Wells said that this study has 
been undertaken at the request of 
small town publishers, and that he 
is anxious to place the research fa- 
cilities of the university at the dis- 
posal of business. The task of the 
college, he said, is to ascertain the 
truth; that of the publisher, to make 
it available to the public without 
distortion. 


Coasting’... 


An Inspiring, 


Helpful Book 


Mr. Salesman! Are you on 
your toes, fighting for every 
order, convinced that you can- 
not fail? Or have you lost that 
vital spark of enthusiasm, pep 
and inspiration that makes the 
difference between real selling 
ability and mediocrity? 


If you are not getting every 
order you should, let Colonel T. 
Russ Hill, one of America’s 
greatest salesmen, help you. 
He can renew your faith in 
yourself, and give you new con- 
fidence and self-assurance, with 
his Gold Book for salesmen .. . 
“PRESS ON.” 


Colonel Hill has climbed 
every rung of the sales ladder 
—from cub salesman to branch 
manager, from branch manager 
to division manager, from divi- 
sion manager to general man- 
ager. And now he is president 
of Rexair, Inc., Detroit. 


Out of such a rich experi- 
ence it is only natural that a 
man like Colonel Hill should de- 
velop a _ golden philosophy. 
That philosophy can best be 
summed up in two words: 


. copies of PRESS ON, Colonel T. Russ 


most of us spend too much time 
worrying about things that 
never happen; too much time 
feeling sorry for ourselves; too 
much time getting ready to do 
the things we should have done 
yesterday. He believes, and 
he has proved it time after 
time, that the battle of life is 
half won when we make up our 
minds what we want to do and 
then press on and do it! It is 
a philosophy of ACTION! 


Colonel Hill's Monday Mes- 
sages are eagerly read by 
every Rexair salesman. Now 
for the first time. the best of 
these messages which show his 
philosophy of sales success in 
action are available to all sales- 
men through this new book— 
the Gold Book of Selling. Beau- 
tifully bound in gold and at- 
tractively designed, this book 
contains the famous essay, 
Press On! and 75 other sales 
messages. 


Get this inspirational book 
for yourself and for your sales 
staff. Get a new outlook on 
life. Renew your pep and en- 
thusiasm. Send back the cou- 


. in full pay- 


“Press On.” He believes that pon now. 

a en a a ah Eh OS a 
| ADVERTISING AGE, 100 E. Ohio St., Chicago 
I 

| Send me postpaid 

Hill's fighting book for salesmen. I enclose $ __. 

; ment. (Single copies $1.50; in lots of 12, $1.30 each). 
| 

| 

Name 

I 

| 

Address .. 

! 

| City & State 

' 


— eee ae ie ee i 


——_ —— = ; 
 & 4 
PON | a side 
of 5 se j ‘ . 3 nik: i = 
ee > be 
_ Gh: Se oa 
ae f ( 2 ee 
“i ua: a? ae ' : bear: 
ae 
— ae _ | ¢ 
ae 
, ie on! ex. 
‘ | & PRESSION. | . iil 
; 1 i Mh dl Doo li 7 yas 
ee | ie ze 
, f * i + 
7 | F 
| | ia a 
7 . . 
| 
a 
ee | . 
| jaa 
sia‘ : 
ee to 6d 
I 
. I ; 
Call on us for spot program ideas i 
i P 
ANN) . 
IN \ | 
BALTIMORE) ! 
Te Wy es | 
j 1 ; 
~# i og 
’ 1 
a 7 
as | § 
) 8 
- 4 z y he nee mi : a7 ie ‘ a, s 4 Le 


, 


26 


ADVERTISING AGE 


February 27, 


West Coast in 
Promotion Limelight 
as Fair Opens 


Travel Exhibits Lure 


Tourist to a Variety of 
Climes 


By C. W. EDWARDS 

San Francisco, Feb. 23. 
domestic and foreign 
participating in the Golden Gate 
International Exposition h a v ¢ 
achieved a high degree of promo- 
tional skill in the exhibits and dem- 
onstrations officially placed on view 
Saturday, a comprehensive review 
indicated today. 

Although it is unfair, perhaps, to 
single out any one type of business 
as more meritorious than the rest, it 
is evident even to the casual eye 


Both 
advertisers 


~~ Advertisement - 


Legionnaire Market Shown 
As High in Buying Power 


Whether your impression of the Amer- 
ican Legion market is that of an adver 
tiser in the magazine, an observer of Legion 
activities in local communities, or merely 
that of a parade-watcher, it is probable that 
the recently published market study, “Buy- 
ing Power Facts,’ will greatly enlarge that 
impression. Through Ross Federal persona) 
interview investigation of 2.791 AMERICAN 
LEGION MAGAZINE subscribers, in 118 
cities and towns, an imposing picture of 
above-average buying power is presented. 
According to the study, 86.55% of Legion- 
naires own their own business, 58.62% 
more are gainfully employed, and only 
4.883% are retired or unemployed. What 
this means in terms of family life, income, 
home ownership, and the possession of 
automobiles, radios, vacuum cleaners, oil 
burners, and similar evidences of material 
prosperity is shown in admirable graph and 
statistical form—quickly read and analyzed, 
Comparisons, with details of ownership, age 
of properties owned, etc., combine to create 
a most favorable standing for the 968,062 
subscribers, and the 2,366,158 other family 
members of the field. Copies of the study 
available on request to Frederick L. Ma- 
guire, American Legion Magazine, 9 Rocke 
feller Plaza, New York, N. Y. 


‘that travel and recreation have be- ' 


| come two of the leading industries. 
|Not only the Western states and 
|communities, but many foreign na- 
tions as well, have exerted much 
effort to sell themselves to the visi- 
| tor at the fair. There is every indi- 
'cation that those who have traveled 
| to the fair will also travel elsewhere 
|if the lure is sufficiently compelling. 

Heavily stressed is the comfort, 
ease and cheapness of transporta- 
tion, with the glamor and romance 
of scenery and local color illustrat- 
ing their stories. Only secondarily 
does it appear that the eleven West- 
iern states have awakened to their 
|essential unity as an economic unit. 
|The effects of this realization on 
merchandising and advertising will 
be much more noticeable in the fu- 
iture, when the ballyhoo has died 
down. 


Public Eager to Learn 


Product display and processing 
operations are subordinated in prac- 
tically all of the exhibits. Even 
California’s famous fruits, usually 
a feature of expositions of the past, 


are subordinated to minor displays 
in a few of the California counties’ 
buildings. The emphasis is on edu- 
cational and _ scientific demonstra- 
tions, dioramas, moving pictures, 
and informative material with a 
high degree of exactness and accu- 
racy. And the initial response of 
the public shows clearly that it is 
eager to learn new and interesting 
things. Yet through it all runs the 
copy theme of community glorifi- 
cation, to induce the fair visitors 
| to visit—and spend as much “new” 
money as possible—before return- 
ing home. 

Foreign nations are offering every 
possible attraction to divert the 
dwindling European stream of 
American travelers. Central Amer- 
ica and the West Coast of South 
America are well represented but 
the Far East has made by long odds 
the most elaborate showing. New 
Zealand, Australia, the Philippines, 
Java, Bali and Indo-China have all 
constructed elaborate buildings, em- 
phasizing the ease of travel to their 
shores and the exotic glamor and 
their distant lands. 


| 


| romance of 


5000 watts that do the 
work of 530000? Where? 
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rates. 


of course! 


X combines good frequency— 
570 K. C.—with amazing transmis- 


It does a 50,000-watt cover- 


age job on 5,000-watt power and 


Don't think of Yankton alone—that's 


just the starting point. 


Think, 


too, of a daytime primary 


population of 3,917,000 — 719,500 
. radio homes depend on WNAX for 


entertainment, news, markets. 
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dramatizes its multitude of products. 


|China was forced to withdraw offi- 
|cial participation because of war 
| conditions, but her ‘“‘face” was saved 
iby American Chinese, who contrib- 
uted $1,500,000 to construct the 
largest and most complete Chinese 
Village ever shown in an exposi- 
tion. Japan moved in with her 
usual efficiency, the leading contrac- 
tor of Tokyo arriving with a couple 
of shiploads of material and a crew 
of mechanics two months ago. A 
$1,000,000 village began to shoot up, 
complete with lakes, bridges, tem- 
ples, theaters and bazaars, and was 
finished to the last silk-worm and 
cherry blossom for opening day. 
Only the charm and romance of tra- 
ditional Japan is displayed, and no 
part of it suggests an industrial 
competitor of the Occident, or the 
military might of an imperialistic 
nation. But in any event, Kipling’s 
“East is East, and West is West” is 
now definitely corny, and future 
travel advertising budgets should 
|ineclude plenty of Shanghai dollars. 
| Ford Motor Company has the 
|largest industrial exhibit, occupy- 
ling an entire exhibit hall in the 
|Court of the Pacifica with a display 
costing $750,000. Its theme is a 
dramatization of Western raw ma- 
terial used in Ford products, with 
a large section given over to dem- 
onstrations of research and testing 
technique. A number of companies 
contributing parts are also in this 
section. A complete line of Ford 
and Lincoln cars is shown, but does 
not dominate the exhibit. 


| Cash Register Builds 


Most national advertisers and 
|large industrial companies are lo- 
| cated in the various exhibit palaces. 
| Many industries have organized for 
| cooperative displays, which are nec- 
|essarily general and educational in 
nature. Exhibitors who have built 
| their own buildings are the National 
|\Cash Register Company, with a 
| modernistic structure surmounted 
| by a huge cash register which indi- 
cates the daily attendance; and the 
Christian Science Monitor, featur- 
ing shadow box bulletins of news 
| dispatches, with the building equip- 
ped as a reading room and lounge 
The California Dairy Council, made 
|up of all the milk producers and 
| distributors in the state, constructed 
{a model dairy building housing a 
| dozen cows, which are fed and 
| milked behind plate glass windows 
|; with the milk sold close by. Owl 
Drug Company has a complete store 
in operation and the Bank of Amer- 
ica has installed a fully equipped 
branch bank. Both of these are 
standard in design and equipment, 
the only suggestion of fair atmos- 


GLIMPSES OF GOLDEN GATE 
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Pacifica, the 80-foot theme figure of the 


phere being the exterior murals and 
surroundings. 

The Palaces of Vacationland and 
Travel and Transportation occupy 
the two largest halls. 
teristic of the copy theme of the 
fair that Vacationland should be 
dominated by “The Story of Petro- 
leum,” a cooperative exhibit by the 
13 leading Western oil companies, 
including all those who are heavy 
advertisers. In the list are General 
Petroleum, Gilmore, Richfield, Rio 
|Grande, Seaside, Sunset, Shell, Sig- 
inal, Standard, Texas, Tidewater 
Associated, Union and Ethyl Gaso- 
line. The 35,000 feet of exhibit 
/space is used entirely for educa- 


|tional demonstrations and_ scenic 
dioramas. Outstanding are a group 
|of oil fountains activated by air 


bubbles, and a miniature operating 
refinery. 

General Motors and Chrysler both 
|have large exhibits in this section, 
showing not only their automobiles, 
but a full line of their other prod- 
ucts as well, in most cases as an 
‘operating or dynamic demonstration. 
General Motors’ center of interest 
is a lecture platform equipped as 
a laboratory where 


continuous 


It is charac- | 


Gleaming palaces and towers set off by thousands of trees and shrubs make an incomparable setting for the big West 
Coast fair. Ford places strong promotional emphasis on recent production of the 27 millionth Ford car. Johns-Manville 


exposition, dominates what is called the 


biggest main entrance in the history of showmanship. 


|lectures are given on scientific and 
| research subjects. American Ex- 
press and Thomas Cook and Sons 
glorify their world tours, but their 
efforts are overshadowed by those 
| of other companies. 

| The Southern Pacific has a full 
| size round-house, showing all the 
|operations of servicing and repair- 
ing locomotives. Pullman, North- 
| western, Pennsylvania, Timken, Pa- 
| cific Greyhound, Gray Line, and 
Railway Express all dramatize the 
|scenic and comfort aspects of their 
'types of transportation. Santa Fe 
| built a very elaborate miniature 
railway, dominated by a half-size 
streamline Diesel locomotive. All 
the miniature trains and signals are 
controlled from a master switch- 
board. This is proving to be the 
most popular exhibit at the fair for 
men, with the posaible exception of 


(Continued on Page 29) 


SWtists Rubbor Cemont 
An Asset to the Graphic Arts 
Professions- Nationally Used 
3 Grades - Light-Medium and 
Heavy-}2% Per Gal Post Paid' 

SS RUBBER CEMENT € 
3438 NO. HALSTED ST. 

CHICAGO. ILL 


Over 2.20 layouts 
to follow or adapt 


‘in this new, practical book 


—saves time 
—saves money 


—helps create better advertising 


Carlyle, Oring and Richland’s 


LAYOUTS AND 


Just Published 


LETTERHEADS 


152 pages, 10x8, fully illustrated, $5.00 


ERE, in addition to discussion of layouts and the layout-man’s work, are 
layouts themselves, more than 200, for advertisements and letterheads, of 
many types from perfume and deluxe shops to paints, foods and hard-mer- 


chandising department stores. 


Here is a wealth of layout ideas—complete arrangements you 
can follow exactly and adapt to other products—a treasury of 
treatments, spots, handlings of headlines, illustrations and signa- 
tures, decorative ideas, atmospheric touches, etc., that you can 
“lift” peacemeal—plus pointers and examples on how to rear- 
range and combine elements in order to achieve scores of telling 


layouts of your own. 


nal ' 
P11 


ily first aid for the busy advertising man, artist, art director 


anyone who 


wants to create better-looking more effective advertising. 


SEE IT 10 DAYS ON APPROVAL—SEND THIS COUPON TODAY j 
McGraw-Hill Book Co., Inc., 330 W. 42nd St., New York, N. Y. 


Send me Carlyle, Oring and Richland’s Layouts and Letterheads for 10 days’ examination on apprors! ! 
In 10 days I will send $5.00, plus few cents postage, or return book postpaid. (Postage paid on orders l 
accompanied by remittance.) | 
Name . | 
I Address Position ] 
{ city and State Company Age-2-27-39 | 
' "(Books sent on approval in U. S. and Canada only) j 
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Exposition Gives 
Impetus to Business 
Upturn in the West 


East, Too, Will Have 


a Share in the Long 
Range Benefits 


San Francisco, Feb. 23.—The po- 
tent stimulant to local and regional 
business promised in plans for the 
Golden Gate International Exposi- 
tion was a reality today with the 
fair but five days old. This was in- 
dicated in the cheerful comments 
voiced by business leaders in a va- 
riety of fields, executives of busi- 
nesses which will assuredly benefit 
from the influx of some 7,000,000 
visitors in the next 283 days. 

Broader ramifications of this pick- 
up envision more substantial na- 
tional advertising budgets being set 
up by West Coast manufacturers 
and a growing consciousness on the 
part of the national public that Cal- 
ifornia and her sister states are re- 
sponsible for much of value in 
addition to the well publicized flavor 
of her oranges and warmth of her 
sun, 

Among those to emphasize the 
great impetus given tourist travel 
by the exposition was Harold Deal, 
advertising manager of Tide Water 
Associated Oil Company and presi- 
jent of the Pacific Advertising 
Clubs Association. 

Sales Looking Up 

“Business people in this area,” 
said Mr. Deal, “have long been 
pointing at the exposition as the 
generator of improved conditions 
throughout the West. Now that the 
Pageant of the Pacific is a reality, 
we can look forward to sales and 
advertising efforts even greater than 
those exercised by all phases of 
business in anticipation of the expo- 
sition. 

“It is generally agreed that there 
will be a great travel movement to 
the West this year, but greater still 
is the anticipated travel from all 
West Coast points to the San Fran- 
cisco Bay area, and radiating out 
from the San Francisco Bay area to 
all points in the West. Nor are the 
business interests standing still and 
waiting for this thing to happen. 

“Evidence on every hand indi- 
cates that the Pacific Northwest, 
Southern California and the border- 
ing states are massing their efforts 
to do a two-fold job. Firsi—to se- 
cure the greatest dollar and cents 
return from the travelers who are 
going through their territory en 
route to the exposition, and second 
—to encourage exposition visitors 
to return via their localities. 


Is National Budget Spur 


“The forces in the West which 
are logical national advertisers, are 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


| selling a visit to the Golden Gate 
International Exposition in their 


advertising, and because of the 
double value this advertising af- 
fords them, it is expected that more 
national advertising will originate 
in the West this year.” 

One of the companies which has 
already felt an upswing traceable to 
the exposition is Foster and Kleiser 
Company, according to George W. 
Kleiser, president. Mr. Kleiser 
commented: 

“The exposition has already aug- 
mented Western business by pro- 
viding an enlarged market for its 
goods and services. It has likewise 
augmented Western advertising 
business by stimulating promotional 
activity. 

“With many displays now in ex- 
ecution and with many contracts 
for execution during coming 
months, Foster and Kleiser Com- 
pany is enjoying business directly 
attributable to the plus circulation 
values created by this World’s 
Fair.” 


Easterners Pay Tribute 


Gallant in spirit was the tribute 
paid Californians and their exposi- 
tion by a director of an impending 
competitive attraction, the New 
York World’s Fair. This was Lewis 
H. Brown, president of the Johns- 
Manville Corporation, who said: 
“California is now leading the na- 
tion in the construction of new 
homes and I feel that your fair 
will accelerate this badly needed 
activity even more. 

“We in Johns-Manville hope to 
share in this increased business and 
expect our exhibit at the fair to 
assist us materially.” 

Another Eastern business leader 
present for the opening day cere- 
mony was F. W. Nichol, vice-presi- 
dent and general manager of the 
International Business Machines 
Corporation. “Millions of people are 
going to get their first taste of Cali- 
fornia climate,” he predicted, ‘‘and 
many will appreciate the industrial 
and commercial potentialities of 
this vast empire of the Pacific.” 

The long range benefits of the ex- 
position will exceed even the sum 
of its immediate advantages to the 
Pacific Coast, according to Henry 
Q. Hawes, vice-president and gen- 
eral manager of McCann-Erickson. 
The East as well as the West wil! 
share in these long range benefits, 
Mr. Hayes added, predicting a bet- 
ter understanding of the extent 
and nature of this market in which 
people buy more automobiles, use 
more telephones, live better and 
spend more money per capita than 
any like population elsewhere.” 


Will Improve Business 


Representative of the opinion 
voiced by Western broadcasters was 
the comment by Philip G. Lasky, 
general manager of Station KSFO. 
“There is little doubt that the 
exposition will improve business 
here,” he remarked, “if for no other 
reason than the flow of money into 
local channels. 

“The outlook locally is _ better 
than it has been for years. Busi- 
ness interests, large and small, 
have looked forward to the fair 
with a great deal of anticipation. 
Their buoyant attitude will unques- 
tionably redound to the benefit of 
all advertising media catering to 
local advertisers.” 

Sharing this point of view was 
R. L. Litchfield, advertising direc- 
tor of the San Francisco Call-Bulle- 
tin. “San Francisco expects the ex- 
position to establish firmly in the 
eyes of the nation its natural posi- 
tion as the economic center of the 
West,” Mr. Litchfield said. “We 
are not looking for an immediate 
increase in retail linage, simply be- 
cause retail volume at present is 
already so satisfactory that mer- 
chants are not inclined to plan any 
extensive promotion beyond cur- 
rent budgets.” 


David & Kent Appointed 


Daily Reporter, White Plains, 
N. Y., will be represented exclu- 
sively in the national advertising 
field by David & Kent Company, 
effective March 1. After that date 
the Daily Reporter will not be sold 
in combination with the Macy 
Westchester newspaper group. 


Vast Advertising 
Upsurge Seen in 
West Coast Fair 


(Continued from Page 1) 


lighting and roads were finished; 
all construction included concession 
was 95 per cent complete, and all 
exhibits, including the Gayway— 
that all-important amusement cen- 
ter—were 85 per cent finished. 

Chief celebrity, heard but not/| 
present at the opening day ceremo- 
nies, was President Roosevelt, who 
spoke by radio from Florida. 
Others on the program were Gov. 
Levy Olson and former Secretary 
of Commerce Daniel C. Roper. 


Michigan Restricts 
Beer Label Copy 

The Michigan Liquor Control 
Commission has issued an order re- 


stricting copy on beer labels to an 
identification of the product. 


. “a 

Navy News” Names Rep. 
Navy Pictorial News, Norfolk, 

Va., tabloid navy newspaper, pub- 

lished by Navy, Inc., has appointed 

Edward V. Quigley and Allen F. 

Quigley as New York representa- 


tives with offices at 1107 Broadway. 


50,000 Contest 
Leaflets Put 
Into Distribution 


Annual Essay Competi- 
tion Gains Momentum 
in All Quarters 


Chicago, Feb. 23.—More than 50,- 
000 leaflets containing rules of the 
fourth annual ADVERTISING AGE es- 
say contest for high school and col- 
lege students have already been 
distributed by ADVERTISING AGE and 
by newspapers cooperating with 
the movement in their own commu- 
nities, a check revealed today. 

Additional thousands of the leaf- 
lets will be put into the hands of 
instructors and teachers in the col- 
leges and high schools of the 
United States and Canada next 
week, as letters seeking their sup- 
port, and urging that the writing of 
essays be made a class project, will 
be delivered. 

Already more than a score of 
teachers, including several whose 
students have submitted essays in 


previous contests, have volunteered 
the information that the contest will 
be used as the basis for a class- 
room assignment this year. Addi- 
tional newspapers also have indi- 
cated their intention of conducting 
local tie-up contests, with most of 
these local contests scheduled to be 
announced to the public about 
March 1. 


Winners to Visit Fair 


The competition, which is spon- 
sored by ADVERTISING AGE, calls for 
essays of not more than _ 1,000 
words on “How Advertising Bene- 
fits the Consumer.” Prizes awarded 
by ADVERTISING AGE will total $1,- 
000 in cash, and in addition the first 
prize winner in both the high school 
and college divisions will be given 
a trip to the convention of the Ad- 
vertising Federation of America in 
New York in June. Their prizes 
will be awarded during one of the 
general sessions of this convention. 

The contest is open to all under- 
graduate day students in colleges, 
universities and high schools in the 
United States and Canada, includ- 
ing private and parochial, as well 
as public secondary schools. Copies 
of the leaflet describing the contest 
and containing the simple rules 
which must be observed in submit- 
ting essays are available to read- 
ers of ADVERTISING AGE. 


kept. 


ing rooms in addition to 
cial diets are prepared. 
verware, tableware, and 


size! 


yc 


chen-to-bedside service for patients and 
a separate diet kitchen in which all spe- 


What a market for food, for kitchen 
equipment and supplies, for linens, sil- 


other materials and supplies that go 
with a cooking establishment of this 
What a market for the manufac- 
turer who is interested in big volume 
institutional business from a few thou- 


ffi) 100 E. Ohio St.,. Chicago 


Storeroom of the Samuel Merritt Hospital. Oakland. Cal. 


Is Your Product on 
These Storeroom Shelves? 


Take a good look at the hospital store- 
room pictured above——the room in 
which packaged and dried foods are 
It is part of the food service 
facilities of a medium-sized hospital 
that includes a kitchen capable of serv- 
ing 1,500 meals without strain, separate 
meat, fowl and fish refrigerator rooms, 
vegetable room, and three or four din- 


sand top-notch 


sell. 


the pages of 


the usual kit- New doden, 


ever before the 


the scores of 


Hospital Management 


The National Magazine of Hospital Administration 
330 W. 42nd St., New York 


If you have something to sell that can 
be used in connection with hospital food 
service, tell your story to the buying 
influences in the hospital field through 


MENT, the news and technical journal 
of administration. 


torial appeal, with greater emphasis on 
news and purchasing information, make 


HOSPITAL MANAGEMENT more than 


which to influence the purchases of this 
billion dollar market. 


And new, lower rates make it more 
economical than ever to tell your story 
adequately and completely. 
for further details. 
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units, easy to reach and 


HOSPITAL MANAGE- 


new make-up, new edi- 


perfect medium through 
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February Linage of Canadian 


Magazines 


1939 1938 
Pages Lines Pages Lines 
Canadian Home Journal........... 32.6 22,839 34.0 23,832 
§Canadian Homes & Gardens....... 44.6 29,991 36.2 24,333 
*Canadian Magazine .............. 15.9 6,813 12.6 8,814 
ees ce es 4 wie 30.3 21,590 33.2 23,240 
re cer eee eer 13.6 5,852 16.2 § 6,939 
tMaclean’s Magazine 40.9 28,639 32.2 22,543 
EE bas KA ek A ee bee Rae 50.7 34,050 41.7 28,033 
National Home Monthly...... 23.1 16,161 27.1 18,955 
es ME kb vcdedecads scaven 160,083 149,750 
Commercial Display in Canadian Farm Papers 
Country Guide & Nor’-West Farmer. 19.8 14,234 22.0 15,843 
+Family Herald & Weekly Star— 
po 30.8 24,612 33.6 26,914 
Western Edition ............... 22.8 18,255 26.6 21,262 
The Farmer’s Magazine....... 20.4 14,306 nat 12,371 
+Free Press Prairie Farmer 23.8 26,137 27.8 30,624 
+Western Producer ........ 11.1 12,695 10.8 12,342 
BOs GHEOUD fc ccccwscics 28,540 28,214 


*Page size now 429 instead of 700 as in 1938. 


+Weekly—January linage shown, 


tSemi-monthly—both issues incl 
‘Jan.-Feb. issues combined both 
$Five issues. 


Clarke Joins Agency 


Lynn B. Clarke has joined Dona- 
hue & Coe, New York. 
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PRINTING 


@ We are all apt to followa 
certain routine of doing things, 
often overlooking BETTER methods 
of accomplishing the same task. 
For instance, a Typographer 
can set a series of advertise- 
ments, an Engraver can make 
the plates, and a Printer can 
print the portfolio, containing 
these same advertisements. It is, 
therefore, logical to assume that 
ONE reliable institution can pro- 
duce the COMPLETE job—under 
ONE roof—at a definite saving of 
TIME, TROUBLE and MONEY. This 
is the type of COMPLETE SERVICE 
we are giving advertising agen- 
cies and advertisers. It is a lot 
better than youimagine.Frankly, | 
you will never know unless 

you try. Phone, Wabash 7820. 


Exceptionally well titted to submit ideas 


make layouts, prepare sketches and draw- 
ings — through every step of production 


@ The production 
on this reduced 
ertisement for 


ALWAYS ~*~" 


THE FINEST AT FAITHORN 


_ Helactior r 


FAITHORN 
CORPORATION 


$04 SHERMAN STREET + CHICAGO 
TELEPHONE WABASH 7820 


DAY AND NIGHT SERVICE 


not included in total. 
uded. 
years. 


Magazine Linage 
for Canada Gains 
6.9% in February 


Chicago, Feb. 21.—February lin- 
age in major Canadian magazines 
totaled 160,083, a gain of 6.9 per 
cent over the 149,750 lines reported 
at this time last year, according to 
figures received today by ADVERTIS- 


|1nG AGE. This compares with a de- 


cline of 9.5 per cent in January 
linage. 

Increases by three of the maga- 
zines reporting were responsible for 
the total gain. Four showed de- 
clines for the month. Included 
among those showing gains was 
Canadian Homes & Gardens, pub- 
lishing a combined January-Febru- 
ary issue both years. 

Two farm papers reporting Feb- 
ruary linage showed a total gain of 
1.2 per cent. Losses were shown by 
three out of four reporting January 
linage. 

Clarification has been requested 
of the 1938 and 1937 total linage for 
the Family Herald & Weekly Star, 
as published in ADVERTISING AGE 
Jan. 30. Monthly figures for the 
two editions of this publication have 
previously included only display 
linage. Through a misunderstand- 
ing, the total appearing in this table 
also included classified linage. Dis- 
play linage for the two editions for 
1938 and 1937, respectively, was as 
follows: Eastern edition: 394,670; 
399,648. Western edition, 303,718: 


| 293,295. 
Figures and page totals in the| 


current linage reports are shown 
in the accompanying table. 


Weather Gives 
Retailer Timely 
Theme for Copy 


Kansas City, Feb. 23.—After do- 
ing some earnest thinking about a 
venerable subject, Owen-Fields, 
Inc., specialist in retail advertising, 
has provided its clients with some 
sketches informing the public just 
what it can expect in the way of 
weather in the immediate future 

This personalized weather re- 


port is being used here by Roths-| 


child’s, which expressed gratifica- 
tion at the attention lavished on 
its copy by the sensitive public 


The weather forecasts are drama-| ,, 
tized by a character known as the 
. el | 
“Weather Owl,” who summarizes | 


the situation daily with a few sig- 


nificant words. Rothschild’s usually | 


keys the copy to the weather, with 


an offering of products which will | 


mitigate the horrors of tempest 
and freezes 


Vogue Co. Starts Its 


First National Drive 


For the first time in its 22 yea 
history, Vogue Mfg. Company, New- 
ark, has launched a national cam- 
paign in women’s magazines featur- 
ing its line of foundations, corsets 


and brassieres. Good Housekeeping, 


—— 


Index of Retail Activity in 79 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1939, by Advertising Publications, Inc.) 


‘Akron Time P 


§Journal and Sunday American 


*Daily Ledger discontinued June 


**News-Time discontinued Dex 


tMilwaukee News discontinued Jan. 


McCall’s and Woman’s Home Com- 

|panion are the magazines being 
used. Joseph Katz Company is the 
| agency 


S-}’re discontinued 
New York American discontinued 
Brooklyn Times-Union discontinued 


. - 
i China er 


+20 RETAIL ACTIVITY 
+15 in MAJOR MARKETS 
Compared with Last Year 
Week-by ati at 
+10 variation 
Total variation —OW__O} 
year to date 
+> 
LAST _ 
YEAR — tga 
_ 5 os aA——4 
-10 
- 15 
7 14 21 28 | 18 25 " 18 a 
—. ~~ 
JANUARY FEBRUARY MARCH APRIL 
% Gain % Gain 
7-Week 7-Week or Loss or Loss 
Period Pericad 1939 1939 Week Week % Gain 
Ended Ended over over Ended Ended or 
City Feb. 20,1937 Feb. 19, 1938 8, 1939 1937 1938 Feb. 19, 1938 Feb. 18, 1939 Loss 
TROON: We pectincseas ~ 1,941,516 126 -40.1 25.7 248,623 192,854 —224 
APCOORE, PR cca cvcsittves 822,296 976 —20.4 +0.4 100,492 97,391 —3.1 
Beene, Gk. oye i-e ve i 390 768 13.4 +-8.9 284,522 305,242 + 7.3 
Baltimore, Md. ....... 2,653,968 498 4.0 -6.0 389,836 394,660 +1.2 
Birmingham, Ala. ..... 1,474,550 992 +2.9 +1.9 237,706 225,540 —5.1 
Boston, Mass. ......... 2,544,159 . 458 2.9 -1.4 317,274 340,719 +74 
Bridgeport, Conn. 1,143,744 000 + 0.4 —O0.7 179,592 167,776 —6.6 
Seo 1,994,580 752 -16.3 15.6 283,528 270,410 —4.6 
ee ee 526,515 352 —15.4 —4.0 82,813 76,607 —7.5 
Cedar Rapids, Ia....... 561,876 974 +1.3 +7.3 95,620 102,802 +7.5 
Charleston, W. Va ~ 1,170,302 — 69 + 5.6 9.1 204,680 189,560 —7.4 
Chattanooga, Tenn. ... 729,561 216 19.8 +- 23.6 99,557 142,540 + 43.2 
CReOGMG, Bi 6 iceisaces 3,934,647 952 —14.1 9.7 602,379 534,363 —11.3 
a: 1,929,756 159 2.4 +- 0.1 260,369 272,637 + 4.7 
ty a ¢ ra 2,450,678 870 —14.6 —13.9 328,750 318,566 —3.1 
Columbus, O. ......... 1,684,285 267 -4.4 +3.9 222,954 227,770 + 2.2 
re ON oc 60 .. 2,525,156 020 1.9 —2.4 373,794 387,067 +3.6 
Davenport, Ia. ........ 1,043,216 014 2.6 -9.7 164,234 142,030 —13.5 
oy Sl ee ee 1,712,494 252 9.1 —5.1 250,866 248,234 —1.1 
RPOMNVOP, COIO. secccsecs 1,167,420 24,903 —3.7 +1.1 163,622 159,597 —2.5 
Des Moines, Ia......... 809,723 9,773 2.5 —=1,4 114,586 116,250 +41.5 
DPOCtPOrt, BEICM. .cccesss 2,686,333 35,447 —13.1 +0.5 313,890 351,204 +11.9 
8, eee 1,277,385 8,270 5.4 —6.3 189,140 183,722 —2.9 
. aPeeeereer 998,934 ,836 +-9.7 + 3.7 158,718 203,350 + 28.1 
Fall River, Mass....... 430,184 b,585 —7.8 +1.2 62,166 62,460 + 0.5 
Flint, Mich. ........ oo» one 7,418 +12.2 -S4 137,242 139,692 +18 
Fort Wayne, Ind....... 1,333,115 ,370 —8.7 —2.2 172,732 165,277 —4.3 
0 a ee eee 854,271 29,379 26.3 — 4.8 86,647 79,513 —8.2 
Grand Rapids, Mich.... 1,253,406 56,686 —15.7 —2.2 172,354 149,716 —13.1 
Greenville, S. C........ 758,651 8,588 1.3 +-2.1 116,564 124,082 + 6.4 
PROUSEON, TOR. ccccceccs 1,846,250 ,128 +5.7 5.9 301,084 315,154 +4.7 
Indianapolis, Ind. ..... 2,076,718 4,866 —11.7 —7.7 284,396 279,930 —1.6 
Jacksonville, Fla. ..... 1,101,086 8.144 3.0 +-6.4 163,996 167,272 + 2.0 
eersey City, B. dsvci.« 289,808 5,469 re —2.2 31,860 45,109 +41.6 
Kansas City, Kans.... 336,371 387 .6 —3.5 49,882 49,385 —1.0 
Knoxville, Tenn. ..... 1,141,518 38,676 +8.5 —1,4 211,064 228,088 +81 
Little Rock, Ark....... 1,088,608 2,974 1.4 —6.2 174,244 181,244 + 4.0 
Los Angeles, Cal.. 3,132,435 6,160 +04 + 7.7 369,370 444,456 + 20.3 
Louisville, Ky. ‘ 1,385,062 61 17.7 —6.8 275,059 234,819 —14.6 
eo ee eee ee 1,198,484 188 17.3 —3.3 138,712 133,182 —4.0 
Manchester, N. H.... 418,658 S30 10.6 +1.6 70,400 77,612 +102 
| Memphis, Tenn. 1,263,194 92 4.2 —2.8 190,792 197,806 + 3.7 
ttMilwaukee, Wis. 2,069,538 33 12.9 —0.1 257,552 253,453 —1.6 
Minneapolis, Minn. . 1,878,52 21 2.0 + 0.6 196,939 191,639 +0.4 
Moline-Rock Island .. 986,860 676 5.9 -11.0 176,064 141,638 —19.6 
New Bedford, Mass.... 419,846 764 9.6 —1.9 54,264 47,054. —13.3 
New Haven, Conn... 1,144,864 008 1.5 + 0.8 162,974 169,358 +3.9 
New Orleans, La... 2,592,521 922 4.5 + 7.6 413,309 470,627 +13.9 
tNew York, N. Y.... 8,390,513 ,833 12.7 5.9 1,116,330 1,114,397 —0.2 
| ¢Brooklyn, N. Y....... 907.945 $43 27.9 14.4 104,203 72,922 —30.0 
Norfolk, Va. .......... 1,153,376 t18 1.2 + 4.2 162,680 166,208 +22 
Oakland, Cal. ..... _ 873,507 112 13.9 +-6.7 167,084 223,973 + 34.0 
Oklahoma City, Okla 1,330,364 948 0.8 -6.4 196,434 195,006 —0.7 
Peoria, Ill. ....... 1,343,894 033 t +1.4 225,508 244,136 +8.3 
Philadelphia, Pa. 3,816,216 837 10.9 1.2 516,159 509,963 —1,2 
Phoenix, Ariz. ........ 920,468 ~~ 1,036,042 _ 124 4 6.7 32,860 135,562 +2.0 
Pittsburgh, Pa 1.034,094 91 20 9.2 382,284 374,248 —2.1 
Portland, Ore 1,438,518 &8 1.9 + 12.9 265,832 238,028 —10.5 
Reading. Pa rr 1.927.068 473 1.8 0.7 200,480 198,940 —.§ 
Richmond, Va. .. 1,470,000 704 8.4 + 9.9 215,964 355,964 +648 
SRochester, N. \ 2,269,736 7 9.2 + 0.7 261,884 278,862 + 6.5 
Sacramento, Cal 1,018,052 60 1.5 + 12.3 121,338 160,538 +323 
San Antonio, Tex 779,471 70 £5 10.3 100.006 113,740 +13.7 
|} San Diego, Cal 1,900,864 iS8 1.2 2.1 277,522 272,496 ——iJ 
San Francisco, Cal 1.879.955 re »8 + 10.8 280,126 $40,767 + 57.3 
Seattle. Wash... 204.014 360 17.6 162.568 186.956 +150 
**South Bend, Ind 1,156,741 686,086 40.7 26.3 158,146 109,090 —31.0 
Spokane, Was} 905,478 3,438 2.1 6.2 132,230 117,614 —11.1 
St. I 1 M« 15,91 120 X¢ 1.6 240,000 346.625 +19 
St. Pa Mint 1,44 t iS s 15.3 191,850 160.166 —16.5 
Syracuse, N. ¥ 72.69 75 64 5.5 186,956 200.151 +71 
*Tacoma, Was} 81,724 066 6 +1.4 120,694 100,002 —17.3 
1 Fla 756,000 704 10.8 +11.4 126,028 143,962 +142 
re te Ont Cat 24,955 24 20.9 5.1 331,495 —104 
rroy N y $87,760 R04 7.2 5.2 62.230 4.11.6 
Okla rf O99 854 96 7. 185.136 — 
Wastl Eton, D. ¢ 1.50 0 17 6.3 633,834 0.2 
Wor te M ' 951 7.3 12.9 203.410 —9.( 
You 07 ! Tas 10.1 127,362 -6.4 
Total = 124,402,009 $37 6.8 1.7 17,619,844 17,938,750 +18 
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The rates for this department are as follows: 


“Help Wanted,” 


cash with order. 


All other classifications (single insertion rates): % in., $2.75: 


“Positions Wanted,” ; L 
“Representatives Available,” 30 cents a line, minimum charge $1. 


“Representatives Wanted.” and 
Terms 


1 to 3 in., 


$4.75 per inch. Write for descriptive folder describing discounts for term 


insertions. 


— 


POSITIONS WANTED 


HELP WANTED 


Advertising Production Man—If you 
need a man who knows the answers 
to modern production, grant me an 
interview. My understanding and 14 
years experience will save you money. 
Box 1668, ADVERTISING AGE, Chgo. 


ATTENTION, MANUFACTURER— 
Young man (25) wants position as 
combination salesman and advertising 
mer. or ass’t. 3 yrs. exp. writing 
copy, layout, sales-promot., produc- 
tion, sales letters. 1% yrs. personal 
selling to wh’sale trade. Now em- 
ployed. College grad. Will travel. 
Box 1669, ADVERTISING AGB, Chgo. 


CREATIVE AND PRODUCTION MAN 
Advertising Designer, Convincing 
Copywriter, Practical Artist—impor- 
tant agency and direct mail experi- 
ence. Thoroughly competent worker 
or executive. Go anywhere. 

Box 1671, ADVERTISING AGE, Chgo. 


COPY MAN—ACCOUNT EXECUTIVE 
Aggressive medium-sized Chicago 
agency wants a man with creative 
ability who has actually been on the 
firing line contacting aceounts, plan- 
ning ads, and then writing them. 
Someone about 26 to 36 years old, 
with several solid years of forthright 
experience. He should be a person- 
able chap who can visit clients and 
keep them happy .. . initiate a cam- 
paign and then follow through on 
every minute detail. Write fully, but 
no “clever” letters, please. We want 
the facts. State minimum salary. We 
will treat everything in confidence. 

Box 1667, ADVERTISING AGE, Chgo. 


REPRESENTATIVE WANTED 


Advertising representative wanted 
for Marine Corps magazine. Straight 
commission. Write The LEATHER- 
NECK, Marine Barracks, Washington, 
dD. C 


Young man, 22, student of Adv.— 
N. U. 3 yrs. desires connection as 
“apprentice” in Adv. or Mrk. Re- 
search. Also useful doing bookkeep- 
ing & typing. 

Box 1672, ADVERTISING AGE, Chgo. 


Movie stars thrive on fan mail 
—so do publishers, in form of adver- 


tising, subscriptions, editorial enthusi- 
ism. Young man, 37—versatile writer, 
experienced editorial, circulation, ad- 
vertising promotion—wants job as- 
sisting Chicago publisher. Know 
production; make layouts: write ad 


copy. Can save you money, and help 
nerease your “fan mail.”” Phone: 
Palisade 1445. Chicago. 


REPRESENTATIVES AVAILABLE 


AGENCIES, ADVERTISERS REQUIR- 
ing intelligent international publicity 
representation and distribution write 
or wire ANGLOPRESS, 872 Lorimer, 
Brooklyn, N. Y. 


Experienced N. Y. Space Salesman, 
excellent contacts, will tackle tough 
proposition for $35 weekly plus com- 
missions (previous salary double this 


amount). 
Box 1670, ADVERTISING AGE, N. Y. 


PHOTO AD-CARDS 
WHAT'S NEW ?—OUR ADVERTISING 
CARDS are outstanding and distinc- 
tive: They go straight to the man 
who buys and they sell him your 
product: Don’t overlook this econom- 
ical and effective means of getting 
orders: Used by large and small con- 
cerns: Attractive NEW samples free: 
Write today. 

Graphic Arts Photo Service, Hamil- 
ton, hio. 


MISCELLANEOUS 


EXTREMELY LOW COST 
process reproduces “direct from your 
copy” without necessity of costly 
typesetting and cuts. 
Perfect for all sorts of illustrated ad- 
vertising material, bulletins, broad- 
sides, testimonials, charts, diagrams, 
etc., ete. 

Short runs no penalty. 

Any size can be furnished. 

500 COPIES (8%”x11”) $2.63 
Additional hundred copies only 22c 
Quantity buyers allowed discount. 
Send for free informative book. 
Laurel Process, 480 Canal St., N. Y. C. 
A trained salesman will call in New 
York City and Metropolitan Area. Just 
phone WAlker 5-0526. No obligation. 


Chains’ Support 
Enlisted for 
1939 Cotton Drive 


New York, Feb. 21.—Chain store 
help in moving the 1939 cotton sur- 
plus was being marshalled this 
week by the Institute of Distribu- 
tion as the national drive for “King 
Cotton” gathered momentum. 
Shoe, drug, restaurant, automobile 
accessory, lumber and tire chains, 
as Well as those in the general mer- 
chandise and apparel fields, were 
urged to cooperate, In a_ bulletin 
which called attention to the suc- 
cess of a similar effort in 1938. 

It was announced that 30 chain 


HOTEL ASTOR- NEW YORK 


store operators have already 
pledged their aid. Last year 
83 companies participated in the 
drive and the aim is. to expand 
this number to at least 100 this 
year. Stores which sell cotton 
products will be asked to put ex- 
tra sales pressure and promotion 
behind them and chains in unre- 
lated fields such as shoes, tires, cigar 
stores and restaurants, will be 
asked to boost cotton sales through 
local newspaper, radio, and point- 
of-sale advertising. 

The climax of the cotton drive 
will be National Cotton Week May 
22 through May 27. Drug stores 
will promote “first aid week” at the 
same time because of its signifi- 
cance in the sale of cotton products. 


Begin Newspaper Drive 
Kay Preparations, New York, dis- 
tributor of Formula 301, a com- 
plexion preparation, has begun a 
newspaper campaign in New York, 
Buffalo, Baltimore, Washington and 
Philadelphia, in addition to cooper- 
ative department and drug store ad- 
vertising now appearing. Class mag- 
azines are also being used through 
Wesley Associates, New York. 


Mau Named Ad Chief 


E. W. Mau has been appointed 
advertising manager of National 
Brands Stores, Chicago, succeeding 
C. F. Kraatz, who has joined Cud- 


ahy Packing Company. 


—if you are looking for new slants to put more pep into sales—if you want 
to know how others are keeping salesmen on their toes—how they are 
making sales letters pull—how they are cutting down selling costs 


DARTNELL CAN HELP YOU-—SEND TODAY 


to 4660 Ravenswood Avenue, Chicago, and ask for FREE chart showing 83 
Dartnell sales aids. Twenty years serving sales managers all over the world 


Promotion Limelight 
on Golden Gate 
As Fair Opens 


(Continued from Page 26) 
the ubiquitous Sally Rand, with 
her all-Western Nude Ranch. 

The Palace of Homes and Gar- 
dens is dominated by the Gas 
Association exhibit, showing every 
type of modern home appliance. 
Participating are a dozen Western 
utilities, and manufacturing com- 
panies such as American Brass, 
American Stove, Cribben & Sexton 
Stove, General Water Heater, Rudd 


Mfg., Mueller Company, Servel, 
and Welsbach. Forty companies 
united in this exhibit. Another 


large cooperative display is spon- 
sored by 30 mattress and bedding 
factories, members of Sleeper, Inc. 
The Crane Company, Standard San- 
itary, Johns-Manville, Paraffine 
Companies, Masonite Corporation, all 
demonstrate the latest developments 
in modern housing facilities. Lum- 
ber is promoted by the West Coast 
Lumberman’s Association, and the 
Western Pine Association. Only a 
few model homes are shown on the 
grounds—including a steel house by 
Compton Metal Homes —but this 
aspect is adequately covered by a 
model homes tour, starting from the 
exposition grounds, and taking in 
30 newly completed homes, fur- 
nished and in most cases occupied, 
in the Bay area. These homes are 
changed from time to time, and new 
ones are completed, and this plan 
is believed to offer the widest va- 
riety of modern homes of all types 
and designs ever offered by a 
World’s Fair. 


Food, Beverage Exhibits 


Food and beverage exhibits also 
include largely nationally known 
companies, as all the Western states 
and the California counties include 
their food and fruit production with 
their agricultural wealth, in the 
elaborate group of independent 
Western states buildings. In this 
exhibit hall, the leading display is 
the Wine Palace, in which for the 
first time the 27 leading vintners of 
the state tell the story of California 
wine, rather than compete with 
each other on brands. This is large- 
ly due to the recently applied Wine 
Control Act, which taxes all wine 
and wine grape production, to raise 
an annual fund of $650,000 to ad- 
vertise the industry. 

Most of the other exhibits are 
also educational, rather than prod- 
uct display. Armour, Del Monte, 
Diamond walnuts, the Junket Folks, 
National Biscuit, Planters Nuts, A. 
Schilling Spices, Lyons - Magnus 
canned fruits, Tea Garden preserves, 
and Sea Island Sugar all have mov- 
ies or other methods of demonstra- 
tion and education. Owens-Illinois 
Glass and Kerr Glass show food 
processing in glass containers and 
Coca-Cola has an elaborate cro- 


mium plated bottling plant. Heinz 
sticks to its traditional. 57 varie- 
ties, and Hills Bros. coffee to its 


exotic Arabian background. 

The palaces devoted to electricity 
and communications, mines and 
minerals, and science, are so highly 
educational as to resemble a huge 
group of college laboratories. The 
State of California has erected a 
huge Treasure Mountain, with 
every possible kind of mineral 
shown in situ, and a corps of geol- 
ogy graduates for lecturers. Aetna 
Insurance has a complete set of 
machines for testing the reactions 
of auto drivers. Metropolitan Life 
uses attractive co-eds to explain 
health hints painted in bright col- 
ors on an immense diorama. The 
Mayo Foundation, American Medi- 
cal Association, University of Cali- 
fornia, and a group of pharmaceu- 
tical manufacturers demonstrate as 
many intimate physiological secrets 
as a medical clinic at an AMA con- 
vention. 

U. S. Steel conducts a complete 


course in metallurgical engineering. 


General Electric has a 50-foot glass 
enclosed illuminated electric foun- 
tain for a traffic stopper, with a 
House of Magic, an atom smashing 
transformer and a flock of newly 
developed electrical gadgets for 
more solid fare; also a short wave 
high power station, shooting pro- 
grams over directional antennae to 
Asia and South America in all lan- 
guages. 


Complete Steel “Course” 


Westinghouse goes in heavily for 
high tension and power develop- 
ments. Bell Telephone features the 
Voder, the ‘‘Machine-That-Talks- 
Like-A-Man”; hearing aids for the 
deaf; and a sort of Bank Night 
game, with long distance telephone 
calls as prizes, the calls to be placed 
immediately and traced on a huge 
electric map, with all the people 
wishing to do_ so listening in. 
Du Pont maintains a high intellec- 
tual tone with a beautiful university 
lecture hall having platforms 
around two sides on which the pro- 
fessors conduct chemical experi- 
ments, with du Pont products dis- 
played only on miniature models in 
small glass cases, as in a museum. 


RCA Explains Televisien 


RCA Victor shows television and 
facsimile broadcasting and receiv- 
ing, with many other new devices 
for commercial and short-wave ra- 
dio use. Explanations are given by 
a technical staff in technical lan- 
guage, but the public seems to ab- 
sorb it readily. The only forthright 
display of products in this section 
is that of C. W. Marwedel, a local 
distributor of hardware, tools, and 
mine and mill supplies. Twenty- 
seven Eastern manufacturers are 
represented, including Boston gears, 
Cincinnati tools, Diamond expan- 
sion bolts, Imperial Brass, Parker- 
Kalon Corporation, Standard 
Pressed Steel, Starrett, and U. S. 
Gauge Company. The display of 
hardware is an enormous one, and 
it accomplishes its purpose beauti- 
fully—to impress all visitors with 
the availability in the West of an 
enormous stock of tools and sup- 
plies of all kinds, thereby rendering 


KGW-KEX 


620 KC S000 WATTS DaYSs 
1000 WATTS NIGHTS 


NBC Red 


Representatives 


unnecessary orders and shipments 
from Eastern sources. 


Hangar Houses Clippers 


There are many other exhibits, 
not the least of which is the im- 
mense hangar housing Pan-Ameri- 
can Airlines, with the new 74 pas- 
senger Boeing Clippers being tuned 
up daily on the Bay, and the China 
Clippers coming and going on their 
regular schedules to Hawaii and the 
Orient. Through them all runs the 
same copy theme—a sincere at- 
tempt to provide sound consumer 
education, and the romantic appeal 
of the far-off places. 

And whether the visitor makes a 
flying trip, or spends many days 
studying the countless brilliant 
facets of this amazing outdoor spec- 
tacle, he will carry away with him 
an unforgettable impression of the 
virility and potentialities of the 
West. 


Hart, on Coast, 
Reports du Pont 
Budget Larger 


Los Angeles, Feb. 23.—E. I. du 
Pont de Nemours & Co., Wilming- 
ton, Del., is increasing its 1939 ad- 
vertising appropriation by 10 per 
cent, William A. Hart, director of 
advertising, said today. Mr. Hart, 
here on a nation-wide checkup of 
business trends, said that this is the 
net result of plans, although 43 dif- 
ferent budgets figure in du Pont 
operations. 

Mr. Hart believes that business 
generally will be between 15 and 20 
per cent better in 1939 than last 
year. Despite the fact that Janu- 
ary was not as good as the last 
quarter of 1938, it manifested con- 
siderable vitality, he said. 


To An ACCOUNT EXECUTIVE 


@ who can pay his way from the 

start... a 30-year-old, well- 

financed Chicago advertising agency offers 

an exceptional opportunity! Phome Mr. 
Tobias, Central 1166, for appointment. 


RADIO STATIONS OF THE 


sells furniture 


with 
“COVERED WAGON DAYS” 


Starting its eleventh consecutive year as a user of Oregonian radio service, Gevurtz 
Furniture Co., of Portland, Oregon is on the air with “Covered Wagon Days’ —a 
thrilling epic of the early West. Says Mr. Brant, manager of the company: “We credit 
our KGW-KEX radio advertising as the principal factor in our 30% increase in 
sales in 1938. Much of this new business came from your secondary coverage area. 
Suburban dwellers have proved to us their great liking for ‘Covered Wagon Days’ 


and your thorough coverage of the suburban as well as city areas.” 


1160 KC S000 warts 
CONTINUOUS 


NBC Blue 


EDWARD PETRY & CO., Inc., New York, Chicago 
Detroit, San Francisco, Los Angeles 


a a = | 
8 - “a 
NV P Y Z 
| : 
| ES | al 
oo 3 
—— —— ne | 
EEE CF 
% 
ae q 
PY ai 
| oo 
| ee PO | 
ee a 
4 
31 .+ 
1.3 
1.2 Bi 
1 
74 
6.6 — 
| i 7 pa , 
he - van 
1.5 § 3 
1.9 - 
-2.9 me 
28.1 " 
ar ae * 
18 § 
-4.3 : vi 
0 Dee | RARER <  SNERE — 
1 3 J oS ——E — ——— ——— ——— ——— $< __——r—rd'“7/} K 
af Secon : 
- 4.7 a | — 
—1.6 H aa 
- 2.0 ie i. 
41.6 | 4 
+ 8.1 | | i 
4.0 
20.8 = 
14.6 
—4.0 = 
10.2 it: 
+-3.7 ‘ 
—1.6 : 
+-0.4 a 
-19.6 : 
“13.3 
+-3.9 ¥, 
-13.9 ( “ 
—0.2 
+2.2 lg i . 
ie \ “ GA: ft 7 
—0.1 A“ 1 Rea >t | 
+8.3 ‘ “ee eS - { Wine . 
3 2 : ¢ ORs ‘ka \ ‘ f 
—1.2 EE ______ “ wn | eee : 
+ 2.0 om, e-2 SP p 2 ‘ 
i 7 ‘ — ve ; : - 
-10.5 iain et , - 
+ 64.8 ; : ; j 
Tes = ; oie | 
328 . oe o * = 
$13.1 Ad ? 
=_ sabia , 
+573 : . i . 
C60 44tl fi tabs 
—31.0 > — a 
—11.1 Z. : 
+-1.9 ‘ ' 
“165 , 5 ee | | 
TT a DOMMOFl — 
-17.3 amis WAX = 
+142 aa 
“104 — =. SS 
+11.6 
% ee 
_* P “ 
Te | LAA ; 
—9,¢ a Qs mw « : 
6.4 | : ORG OF. : 
"Te SALES Axe Your Problem SS 
| OREGONIAN 
a ania Poa 
ALG 
DMONTOM 
| 


30 


ADVERTISING AGE 


February 27, 193 


Hatbert Crews. 
Creator of ‘Uncle 
Watt Rider,’ Dies 


Chicago, Feb. 21.—Halbert O.| 
Crews, supervisor of public rela- | 
tions and advertising for the Chi-| 


cago Surface Lines, succumbed here | 
yesterday to a heart attack follow- 
ing a brief illness. Mr. Crews was | 
59 and had been associated with 
the Surface Lines since 1924. 

Prominent in public affairs, Mr. 
Crews was best known in advertis- 
ing circles as the winner of several 
awards of merit from the Public 
Utilities Advertising Association for 
his successful efforts in meeting the 
somewhat complicated problems of 
Surface Lines advertising. 

Shortly after taking the post with 
the street car company, he origi- | 
nated the now well known charac- 
ter, “Uncle Watt Rider,’ whose | 


comments, given car riders via car | 


cards, have been instrumental in| 


building and maintaining patron- |° 
very | 


age. “Uncle Watt” is 
much in use. 


Saw Need for Advertising 


still 


It was Mr. Crews’ belief that a|development of a bi-weekly series |also editor of the Blue Book of 
utility such as the Surface Lines|/of posters on these factors placed | the State of Illinois from 1916 to 
|in car barns and offices. 


not only had an advertising duty to 


Folks who live within the ‘‘Gol 


eat more than half a billion.. 
three-quarters of a billion dollars worth of 


foodstuffs 
more than twice the annual 


nation’s second largest city! 


And the ‘‘Golden Horseshoe’, that area 
blanketed by WJR and WGAR, is one of the 


nation’s richest markets! More than two and 


THE 


GOODWILL STATION N 


| scenes” 


in twelve short months! 


see 


AD MAN PASSES 


H. O. Crews 


its customers but to its employes. 
He devoted much “behind the 
attention to promotion of 


courtesy and safety through the 
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7 


"eee 


TERIA B06 04 


MARKET 


den Horseshoe”’ 


. yes, closer to 


That is 
food bill of the 


your product! 


G, 
— 


BASKET 


MORE Han LAG a (Dillon! 


_to that time he was located in New 


one quarter million families living in an area 
where only several hours travel separates the 
farthest points! A combined metropolitan and 
rural market in which retail sales practically 
match those of New York City! A hundred 


thousand retail outlets through which to sell 


. WGAR in Cleveland and WJR in Detroit 


to bring in these free-spending buyers! 


! 
Company spokesmen remarked | 
\that, while the Surface Lines 
|budget in recent years has been a} 
|substantial figure, it still did not 
ifully express Mr. 
the power of 
| budget, they pointed out, has been 
llimited by the many _ramifica- 
tions of franchise and receivership | 
difficulties tending to make many 
otherwise possible advertising ac- 
tivities in contempt of court. 


Got Early Start 


Mr. Crews’ earlier years were 
spent in the newspaper and pub-| 
licity fields. 


executive posts on several down- 
state dailies, among them 
Springfield News. During the war 
he did publicity work for the Red 
Cross and later veered into state 
and national affairs, holding state 
posts under Governors Lowden and 
Emmerson. 


Was Public Administrator 


He was named Public Adminis- 
trator by the latter and held that 
post in addition to his duties with 
the Surface Lines until the change 
of administration in 1935. He was 


| 1928. 


Peden 


oof : 3 
P | 


He started in the for- 
mer as a boy and later served a 


the | 


Death Intervenes 
in Comeback 


savertising, the OL D, MacMurphy 


Chicago, Feb. 22. — Dempster 
MacMurphy, business manager of 
the Chicago Daily News, whose 42 


| years were crowded with big events, 


died today in Battle Creek, Mich.. 
where he was undergoing treat- 


/ment for a heart ailment. 


Formerly vice-president in 
charge of advertising for the Mid- 
dle West Utilities Company, Insull 
organization, Mr. MacMurphy not 
only lost his own position and money 
when the Insull empire collapsed, 
but saw the savings of friends and 
relatives washed away. He was a 
firm believer in the Insull destiny 
and commended his enterprises as 
investments to all who asked his 
advice. 

Despite this staggering blow, Mr. 
MacMurphy made a gallant come- 
back in the newspaper field. Though 
he received only a modest editorial 
assignment when he joined the 
Daily News in 1932, resentment 
against the Insull regime was still 
so bitter that it was reported that 
Frank Knox, publisher of the News, 
received dozens of protests against 
the employment of one of its for- 
mer executives. The sturdy Knox 
ignored the letters, but kept his 
eye on their subject, judging 
from the rapid progress made by 
MacMurphy. 


Makes Good on Job 


After making an _ outstanding 
success of the insurance “beat,” Mr. 
MacMurphy was appointed sales 
promotion manager. He did this 
work so well that in 1935 he was 
named business manager. 

Born in Dallas, Tex., Mr. Mac- 
Murphy attended West Point, 
among other educational institu- 
tions, but dropped out because of 


1S WORTH 


failing eyesight. He eventually got 
his shoulder bars during the world 
war when he bridged the gap be- 
tween enlisted and commissioned 
personnel and became a lieutenant 
in the tank corps. 

After a whirl at the stage, news- 
paper work and the telephone in- 
dustry, Mr. MacMurphy joined the 
West Texas Utilities Company, In- 
sull unit, in 1922 and two years 
later was transferred to Chicago. 

An expert in the utility field said 
that his flair for drama and show- 
manship made him a successful ad- 
vertising man and incidentally in- 
troduced a new element into the 
rather staid copy which many utili- 
ties were prone to affect. 


— 


A. K. MURRAY, EXPERT 
ON WAREHOUSING, DIES 
Chicago, Feb. 21.—Andrew K. 
Murray, associated with Distribu- 
bution & Warehousing (now known 
as D and W) for the past 25 years, 
succumbed here Feb. 16 to an ill- 
ness that had taken him off active 
duty since Jan. 1. 
Mr. Murray, an expert in the 
warehousing field, had been man- 
ager of the paper’s Chicago office 


And two great radio stations 


GREAT LAKES 


for the past year and a half. Prior 


York. 


VETERAN AGENCY HEAD 
DIES SUDDENLY 


Chicago, Feb. 24.—Funeral serv- 
ices were held here today for H. A. 
Davis, veteran advertising man, who 
died in his sleep Wednesday night. 
Mr. Davis was president of his own 
agency. He handled the account of 
the International Typewriter Ex- 
change for the past 15 years. 


HULCHER DEAD 


Amherst, Va., Feb. 21.—Funeral 
services were held here last week 
for Frank J. Hulcher, advertising 
manager of Amherst Publishing 
Company, a post he held for the 
past two years. Prior to that, he 


was advertising manager of the 
Norfolk Ledger-Dispatch for 20 
years. 


DON WALLACE DEAD 


Chicago, Feb. 22.—Don Wallace, 
widely known Chicago commercial 


photographer, died in Tucson, 


Ariz., Monday night following a 
heart attack. Mr. Wallace, who 
was 53 years old, was en route to 
the coast to make some photo- 
graphs for an air transport com. 
pany, a field in which he tended to 
specialize, despite pronounced suc- 
cess with more general subjects. 
Mr. Wallace is survived by his 
widow, Doris, who as his long-time 
assistant contributed much to his 
success; a daughter and his mother. 


THOMAS FEENEY DIES 

Woburn, Mass., Feb. 21.—Thomas 
Feeney, 68, assistant to the presi- 
dent of the New England Telephone 
& Telegraph Company, and for 
many years public relations mana- 
ger and chief of the company’s ad- 
vertising department, died suddenly 
at his home here Saturday. He han- 
dled the advertising that appeared 
in the first New England telephone 
directory. 


Wiseman to Clark 

Mark Wiseman, director of the 
Laboratory for Advertising Ana- 
lysis, will join L. M. Clark, Inc., re- 
search organization, as vice-presi- 
dent on March 1. Mr. Wiseman 
will continue to operate the labora- 
tory as a separate enterprise. 


Beverages to Vichek 


Cotton Club Beverage Company, 
Cleveland, has appointed Vichek 
Advertising Agency, Cleveland, to 
handle its advertising. A cam- 
paign on carbonated beverages has 
been launched in newspapers. 


Metropolitan Appointed 


Metropolitan Title Guaranty 
Company, New York, has appointed 
Metropolitan Advertising Company, 
New York, to handle its account. 
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1939..A YEAR OF 
SHOWMAN SHIP 
IN BUSINESS.. 


TRYLON AND 
PERISPHERE 


Priced at only 
3107 


SIZE NO. W.F. 200—20" HIGH— BASE 18” SQ. 
Other Sizes 
SIZE NO. W. F. 370 
Only $217° 


37" HIGH—BASE 34” SQ. 


PRICES ON LARGER SIZES FURNISHED 
UPON REQUEST 


eae Chicago 
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: ; folder shows and 
; ; a ome describes all of the 
: ~ WLS World's Foir 
display and promo- 
tion material — with 

rices. Use your firm 

tterhead — WRITE 
FOR yOurR COPY 
TODAY! 


We ore licensed by the New Yor* 
World's Fair on all productions offered. 


W. L. STENSGAARD 
& ASSOCIATES, INC. 


346 N. JUSTINE AVE. * CHICAGO, ILL. 
New York Office: R.C. A. Bldg. — 
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. yaw SEE WHAT YOU BUY —- WISCONSIN STEPS OUT WITH JUBILEE THEME 
2 PHOTOGRAPHIC Ses |! mrynt Enjoy the most famous 

- PEPE ta 

‘| THE WEEK i: 


. SALES UP 500%, 


WISCONSIN 


SELF-DISPENSER CLICKS 


: oa F 4 ~ P The de ly e rT a 
“4 Tel oge ' bes be ; yy tells the flavor ” 
. Llgin makes exciling . “a Independent Grocers Alliance has de- I 
“7th / . veloped the Glas-Shopper, a point-of- 
Qe Jo ‘Anniversary offer! sale device which will be used during Celebrating the 75th anniversary of its cheese industry, Wisconsin launches an 
d tae tt Moth may share ia sesiats deat ain aeiiiee the four-month drive for foods packed aggressive advertising campaigns which will include this double truck in The 
1€ es! —_— in glass containers. Saturday Evening Post. (Story on Page 6.) 
; tem ppenaperee em 

NEW YORKERS TAKE TO NEW RUSH HOUR DIVERSION 
1€ 
i- | 4 . , a ee 7 

3 an ; 
:. FY AT 0 LY: § 
in eae + 
a- * FOR EXAMPLE Here = the typicel persona! loa for one yew 
WEEKLY PAYMENT PLAN 
: SUPPOSE YOU BORROW 
FEDERATION — INTEREST DEDUCTED AT 4% 
Toweu know Te NET PROCEEDS YOU RECEIVE 

Ys 
ok Kendall Mills, Walpole, Mass., reports e 
to favorable reception for this new retail 
n- By offering a new lower price line for display, featuring the Curity self-dis- 


The unit is litho- 


pensing package. 

graphed in color with red and yellow 

es the dominant hues blended to insure 
attention-getting appeal. 


as a limited period, Elgin Watch Company 

has boosted sales 500% over 1938. This 

copy appeared in national magazines. 
(Story on Page 14.) 


Business reply cards tacked to car cards may help breathless New Yorkers break the monotony of surface vehicle riding, 
thonks to the Federation Bank & Trust Company. Although tested in other sections of the country, the current use of 
this device is its first appearance in the New York market. 


~d SOME OF THE WINNERS IN THE 1938 ALL-AMERICA PACKAGE COMPETITION 
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‘few of the winners in the 1938 All-America Packaging competition 
onsored by Modern Packaging are (1) Beech-Nut Packing Company 
"the label and seal group; (2) Aris Gloves, for its transparent glove 
|"velopes; (3) Frosted Foods Seles Corporation for its Birdseye frozen 
| ds window display; (4) Andrew Jergens Company for the family 


a 


« # 1 P: a, i é FRI FOO aS ae 


group of Woodbury cosmetics; (5) Krueger Beverage Company for 
its opaque swirl carry-packs for Krueger's beverages; (6) Lambert 
Pharmacal Company for Listerine products in the collapsible tube 
group; (7) Chrysler Corporation in the metal container group for ISO 
brake fluid cans; (8) H. J. Heinz Company for its floor display of 


strained foods; (9) Colgate-Palmolive-Peet Company in the Canadian 
division for its Beauty Bubbles; (10) Bauer & Black in the fiber can 
group; (11) Wilson Sporting Goods Company for its basketball pack- 
age in the folding carton group; (12) Vitamins Plus in the set-up box 
group; and (13) KnoMart Mfg. Company in the conteiner group. 
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y 
* From 4 study 


- 


LL too frequently, advertisers find 
themselves building a mountain of 
sales in New York City... and only a 
molehill of profits. Yet it is just as easy 
to build a mountain of profits, too. Let 
us show you how. 

Here, for instance, is how New York 
City families buy advertised mayon- 
naise and salad dressing — a fairly typ- 
ical household product: 


¢ 1000 above-average-income fam- 
ilies buy 803 jars a week: 
¢ 1000 average-income families buy 


494 jars a week; 


¢ 1000 below-average-income fam- 
ilies buy 375 jars a week.* 


The sales pattern these figures reveal 


rs — ce ten - ~~ —_— 


ih 


is the sales pattern generally followed 
by other advertised products here, re- 
gardless of price or kind. Underlying 


it is the principle that volume sales of 


advertised goods take place most} 


quickly among above-average-income 
families. Such families are numerous 
enough here to form a major volume 
market — easier and less expensive to 
sell, the most profitable volume market 
available to advertisers in New York. 

The New York Times concentrates 
your advertising among New York's 
quicker-buying above-average-income 
families. Logically, therefore, it is the 
medium you will use to build a profit: 
mountain alongside your volume: 
mountain in this market. 


Che New ork Gimes 


“All the News That’s Fit to Print” 


Chicago: 230 North Michigan Ave. + Boston: Boston Globe Building + Detroit: General Motors Building 
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